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CANDY PRODUCTION 
Machinery, Materials, Supplies 


Check the items for which you are, or will soon be, in the market, and we will see that you are sup- 


plied with complete information about them, or that a salesman contacts you. 


THE MANUFACTURING CONFECTI 


408 W. Madison St., Chicago - - 


ONER 
71 W. 23rd Street. New York 





Machinery and 
Equipment 
Air 
Conditioning Equipment 
Fans 
Tunnels, Cooling 
Basket Dipping Machines 
Batch 
Rollers 
Warmers 
Beaters 
Cream 
Egg and Gelatine 
Marshmallow 
Whip 
Belting 
Conveyor 
Packing 
Power 
Boards and Trays 
Caramel 
Dipping 
Starch 
Chocolate and Cocoa 
Machinery 
(Specify) 


Coaters 

Conditioner and Cleaner, 
Starch 

Cookers 
Continuous 
Vacuum 

Cutters 
Adjustable Steel Roll 
Continuous 

Depositors 


Furnaces 
Electric 
Gas 
Handroll Machines 
Kettles 
Choc. Melting and Mixing 
Mixing 
Open Fire 
Steam Jacketed 
Tilting 
Mills, Sugar 
Meters, Flow 
Mixers 
Motors 
(Specify Size) 
Moulds 
Aluminum 
Metal 
Rubber 
Nut Machinery 
Blanchers 
Crackers 
Roasters 
Pans, Revolving 
Popcorn Poppers 
Pulling Machines 
Pumps 
(Specify Type) 
Racks 
Refrigerating Machinery 
Rollers 
(Specify Type) 
ales 
Platform 
Table 
Slabs, Cooling 
Marble 
Steel 


Steam Traps 

Stick Candy Machines 
Sucker Machines 
Temperature Controls 
Trucks, Hand 

Valves 

X-Ray Equipment 


Raw Materials 
Acids 


Butter, Coconut 
Caramel Cream and Paste 
Chemicals 


Cherries, Dipping 
Coating, Chocolate 
Coconut 

Colors 


Corn Products 
Starch 
Sugar 
Syrup 
Cream, Fondant 
Fats and Oils 
Flavoring Materials 
Emulsions 
Essential Oils 
True Fruit 
Synthetic Fruit 
Vanilla 


Vanillin 
Fruit Products 
Dipping 
Glace 
Gelatin 
Glaze, Confectioners’ 
Gum Arabic and Tragacanth 
Honey 
Invertase 
Licorice 
Maple Sugar and Syrup 
Marzipan 
Milk Products 
Dry 
Condensed 
Plastic 
Molasses 
Nuts, Shelled and Unshelled 
Oil, Slab 
Pectin 
Starch, Corn 
Sugar 
Beet 
Cane 
Corn 
Invert 
Liquid 
Maple 


Miscellaneous 
Supplies & Services 


Cleaning Materials 
Insecticides 

Paints 

Laboratory Service 





[] Have Salesman Call 
Company 











City .. 
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MACHINERY AND EQUIPMENT FORMERLY USED BY 
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“EXCEPTIONAL 
MACHINERY 
RARELY 
OFFERED FOR 
RESALE 


Priced to Move Fast 


*I—Forgrove High Speed Caramel Cutter and Wrapper (600 per minute) with syn- 
chronized Package Machinery Co. Model CD Wrapper, these two machines were 
purchased about one year ago for $11,000. 


*I—Forgrove High Speed Toffee Wrapper, fanfold ends. 

*I—National Equipment Continuous Cooker with 2 6)-gal. cap., premelting kettles. 
* 2—Werner Fully Automatic Ball Machines. 
* 1—Package Machinery Co. LP Sucker Wrapping Machine, 
* 10 Ideal High Speed Caramel Wrappers (speed over 300 


inute). 
VISIT 2 per minu 
*1—Navins Caramel or Fudge Cooling Stacker, motor 
OUR EXHIBIT 


driven, 2 tiers, with 25 3 ft. x 10 ft. cooling slabs. 
BOOTH 1—32"' Greer Coater, motor driven, with automatic Feeder, 
No. 42 Soteter, Cooling Tunnel end Packing Table. 

at the 1—National Fully Automatic Wood Mogul. 


S6th Annual Convention 1—Huhn Continuous Double Starch Dryer, Cooler and 
MAY 22-25, 1939 Cleaner. 


See inside pages for Photos & List 


GEORGE ots co. 


CAMBRIDGE. MASS. 


oy As ae) Vd el 
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IMPORTANT 
We also offer the very valuable 


BUSINESS 


(Est. 1872, excellent reputation 


GOOD WILL 
FORMULAE 
COPYRIGHTS 
TRADE MARKS 


Our offering of the 
Business. Trade Mark 
and Good-Will will not 
interfere with the 
piecemeal sale of the 
machinery. 


FIRST COME — 
FIRST SERVED 
































































CARAMEL & NOUGAT 


1—Forgrove High Speed Wrapping 
Machine, Model 42-8, for wrapping 
Caramels in wax paper or cello- 
phane with understrip: 600 per 
minute. 
SYNCHRONIZED WITH 
1—Package Machinery Co. Model CD 
Wrapping Machine No. 9236, that 
encloses the wrapped caramels in 
a folded card or boat, then wraps 
in glassine, diaphane, Plain or Mois- 
ture-Proof cellophane. 
These machines were installed about one 
year ago at the cost of $11,000, and are 


practically new. Sample of Closies, made on 
this machine, furnished on request. 


10—Ideal High Speed Caramel Cut- 
ting and Wrapping Machines, as- 
sorted sizes, stokers (speed over 
300 per minute). 

High Speed Toffee 
Wrapper, Fanfold twist wrap. 

1—Navins Caramel or Fudge Cooling 
Stacker, motor driven, 2 tiers, with 
25—3 ft. x 10 ft. cooling slabs. 

I—Navins single tier cooling stacker 
—with 13—3* . 10° slabs. 

2—WMills Caramel with cor- 
rugated steel rolls, reversible clutch 
shifting arrangement. 

2—W hite 20” Caramel Cutters. 


1 -—— Forgrove 


Sizers, 


I—50 gal. Nougat Kettle, National 
Equipment, 3) speed = gear shift, 


double action, tilting type. 
I—50 gal. Caramel Kettle. 
single action, tilting type. 
1I—60 gal. Caramel kettle, 
singel action, tilting type. 
and Pans. 


CREAM DEPARTMENT 


I—National Equipment 1.0002 cap., 
syrup cooler with Jacolucei cream 
beater. 

2— 100 gal... cap., Young 
Breakers, 3 inch drawoff. 
2—50 gal... Burkhardt Bottom Drive 

Cream Breaker. 

15—Metal Cream Trucks, measuring 

iG” =x 58” x t3°. 


Young, 


Young, 


Racks 


Cream 


gS VISIT THIS PLANT NOW! 


a  : 


Write or Wire Collect for Prices 





e FOR SALE—PIECEMEAL )jA1 





MOULDING DEPARTMENT | 


1—Huhn Double unit starch Dryer 
and Cooler, motor driven, with 
necessary conveyors for automatic 
operation in conjunction with Allis. 
Chalmers continuous centrifuga! 
starch Cleaner. 

1—National Equipment Fully Auto. 
matic Wood Mogul, type A D. 

6—Pump Bar for Automatic Mogul, 
12-1 1-15-18-20 and 214 outlets. 

i—National Equipment 2-Color De 
positor with 15 and 21 outlets 
double pump bars, for continuous 
2 color depositing. 

1700—Starch Trays filled with stareh 
size 15” x 32” x 2%”. 

2350—Carrving Trays. 

I—Sugar Sander with conveyors for 
automatically conveying from the 
mogul directly to the sugar sander. 

i—National Equipment Wood Mogul 
with 1T1-15-18-20 and 24 outlet 
pump bars. 

I—Starch veneering 
tachment. 

I—Coombs Gyrator Sifter. 

13—Aluminum Moulds. 

125—Plaster of Paris Moulds. 
i—Colseth Trucks. 


CHOCOLATE COATING 


1—32"' Greer Coater, motor driven, 
with automatic Feeder, Detailer, 
cooling Tunnel and Packing Table. 

1—16” National Equipment Enrobers 


and sifting at 


with automatic feeeder, Kilgrehn 
Stokers, bottomers, cooling and 
packing tables. 


6—5002 cap., National 
Chocolate Melters. 

2—3002 cap., Chocolate Melters. 

I—Cocoa Butter Iron Jacketed Kettle 
26 x f2". 


PEANUT DEPARTMENT 


i—Lambert Peanut Blancher. 

I1—Lambert Peanut Butter Mill with 
salting attachment. 

I—Gas Fired Peanut Roaster. 

1—Peanut Grinder and Sieve. 


Equipment 
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HARD CANDY WRAPPERS 


| — Forgrove High Speed Toffee 
Wrapping Machine. 

1—Package Machinery Co. Model LP 
Sucker Wrapping Machine, one 
year old, serial +9036, for cello- 
phane or wax wrapping. 

2—Berger Ball Wrapping Machines, 
motor driven, for wrapping balls 
with twist wrap. 

2—Model KK hiss Cutting & Wrapping 
Machine. 

l—National Stick Wrapping Machine. 

\—Potdevin Bag Opener. 

|— Wrapade Cello Bag 
Machine. 


MIXING KETTLES 
2—175 gal cap.. Young single action 
sum Visine Kettles, 3° outlet. 


Sealing 


sander, }!—100 gal. cap.. Burkhardt, Single 


| Mogul 
outlet 


‘ING 
driven, 

etailer, 

y Table. 


nrobers 
ilerehn 
ne and 


ipment 


ers. 


d Kettle 


[ENT 
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Action Mixing Kettle, 2” outlet. 

I—8O eal. cap., Young, double action 
Mixing Kettle, 2° outlet. 

I—60 gal. cap., Young, Single Action 
hetthe, Tilting Type. 

I—50 gal. cap., National Equipment, 
d-speed gear shift, double action 
kettle, tilting type. 

I—50 eal, cap., Young, Single Action 
Kettle, Tilting Type. 

I—40 gal. cap., Young, Single Action 
Mixing Kettle, 2” outlet. 


KETTLES 


l—I75 wal. cap.. Steam  Jacketed 
Kettle. 
2—100 wal. cap., Steam Jacketed 
Kettle. 
—80) gal. cap.. Steam  Jacketed 
Kettle. 


—O60 gal. cap.. Burkhardt and Young 


Steam Jacketed kettles with 2” out- 
lets. 

se 

—20 gal. cap.. Steam  Jacketed 
Kettles. 


I—10 wal. cap.. Young Steam Jacket- 
ed Kettle, with 142” outlet. 

2—30 wal. cap.. Young Steam Jacket- 
ed Kettle, with L'2” outlet. 

'—Young, double boiled unit with 5 
Kettles, Pf . 18". 

W—( opper open fire kettles, all sizes. 

0—Stainless Steel Batch kettles. 


AT SACRIFICE PRICES 
REPRESENTATIVE ON PREMISES 


HARD CANDY 
DEPARTMENT 


2—Werner Fully Automatic Bail Ma- 
chines with 20 sets of assorted 
rollers. 

1 — Elder & Robinsons Continuous 
Plastic Machines with nine sets of 
dies. 

1 — National Equipment Continuous 
Cooker, complete with pump and 
2 60-gal. cap., premelting kettles. 

1—O00= cap... Young vacuum Pan 
with 80 eal.. precooking kettle. 

I— 3002 cap.. Burkhardt) Vacuum 
pan with 50-gal., premelting kettle. 


I—Racine Double Width, Duplex 
Type Automatic Sucker Machine 
with large assortment of duple, 


rollers (extra wide to make two Le 
pops simultaneously ). 

I—Racine Sucker Machine with Con- 
tinuous Cutting Rollers and large 
assortment of duplex and standard 
rollers. 

I—Kacine Model M Die Pop Machine 
with cooling drum and 3 sets of 
dies. 

I—Racine 
chine. 

1 — Hohberger Continuous 
Machine with sizer. 

I—Brach Buttercup and Waflle Ma- 
chine, motor driven. 

I—Mills, After-Dinner-Mint Machine. 
{—Mills | . 7 Drop Machine, with 
large assortment of drop rollers. 
$—Hildreth Double Arm, type OR 

Pulling Machine, motor driven 
8—York Batch Rollers, 6 ft.. 7 ft.. 
and $ ft., sizes. 

I—Chip Cutter, Hand Power. 

iI—hiss Cutter, Hand Power. 

I—Cut Rock Cutter. 

9—Collum Steel Candy Cooler, 3 ft. 
. 8 ft. 

6—Pressure type Cooling tables, 3 ft. 
x 8 ft. 

20—Marble Slabs. 

I—Mills Cooling Table 32° x 75”. 


Continuous Cutting Ma- 


Cutting 


2—18" Foreed Draft Stoves. 
I—38" Copper revolving Pan with 
coils. 


































































Savage Latest Type Marshmallow 
Beaters, 200= cap., motor driven. 


MARSHMALLOW 


2—savage Latest Type Jacketed 2002 
Marshmallow Beaters with 
covers and Breaker Bars. 
motor driven. chain drive. 
— Gabriel Marshmallow 
Cutter. 
I—Mills =20 vertical Can Beater. 
I—Day Clipper Ege Beater, Jacketed. 
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OFFICE EQUIPMENT 


Royal 
Underwood Li” Typewriter. 
Klee. LO-bank Caleu- 


Py pewriters. 


—~VMunroe 
lator. 
Munroe Elee 
Burroughs Caleulator. 
75—steel Lockers. 
1i— Tables. Qak and Metal. 
6—Deskh-—Ty pew riter—Flat 
Roll Tops. 
5—Chairs. swivel and arm types 
Tape sealing Machines. 
—Fk. & T. Elec. 10-bank 
tometer K35.1000. 
I—Burroughs 6-bank 
chine and Stand. 
I—Burroughs Elec. 
Mach 
I—Burroughs 
elec. 
| — Burroughs 
Machine. 
| —— Moon 
Machine. 
l Elliott Addressograph Machine, 
complete with stencil. 
I—Speedograph duplicator. 
I—National Cash Register. 
2——Elee. Fans. 
Paper Cutters. 


Caleulator. 


? 
I 
» 
= 
1 


and 
3 
5 
l Comp- 
Adding Ma- 


Bookkeeping 


mn 


Machine. 


Statement 


Y-bank Adding 


Huh 
* 


| 
i 


Hopkins Elec. Billing 


ol 


wer document file. 

I—Statement Carrier. 
I—International Checkwriter. 
19—1-Drawer Filing Cabinets. 
I—Oak Bookcase. 
I—Safe. 
—Bookceases. 
—Cabinet. 

Draftsman Table. 


MACHINE SHOP 


Craftsman Portable 
Belt Lacer. 
—Greaves Klusman 
Upright Drill. 

PD. bk. Drill. 
Power Hack Saw. 
-Vise. 

Beneh Drill. 
Portable M.D. 


Table. 


saw 


1 ft. Lathe. 


Grinder. 





SCALES 


5—Smith Exact Weight Seales. 

2—Detecto Gram Seales. 

l Fairbanks Dormant 
22002 cap. 


I—Toledo Fan Seale. for weighing 


Seale. 


Centers, 
I—Fairbanks Grocer’s Seale, Equip- 
ped with brass pan & weights. 
5—Toledo Fan Dial Seales. 
I—Toledo Springless Floor Scale. 
I— Toledo Counter Seale. 
I—Daston Counter Seale. 
I—National Counter Seale 
2—Counter Plat 
Platform Seales. 
Scales various types. 


FACTORY EQUIPMENT 


I—Dooley 36° Paper Cutter with 
2 H. P. or CONnVeVOrs. 

I—Sewing Machine, 31-15. 

I—Curtis Duplex Air Compressor 
with Pressure Tank & Gauge. 

I—Pack Ty Machine. 

30—Lockers. 

I—Barrett Lift Truck. 

I—Cowan Lift Truck. 

I—Floor Truck. 

I—Stock Truck. Mise. Platforms. 

I—Steel Barrell Rack. 

I—Electrie Revolvator. 

2—International Time Clocks. 

6—Racks. 

I—Cowan Transveyor Truck. 

I—Lift Truck. 

Ii—Bale Trucks. 

2—Hand Trucks. 

I—Economy Baler. 

19—Swols. 

23—Fire Extinguishers. 

2—WMetal B: 

I—Curtis 
H. P. motor. 
I—Food Chopper. 

l Belt Lacer. 


I—Stencil Cutter. 

LARGE QUANTITY OF 
© MOTORS @ PUMPS 
© BLOWERS @ TRUCKS 
Refrigeration Equipment 


1 Seales. 


Air Compressor with | 





UNION STANDARD EQUIPMENT CO. 


318-322 LAFAYETTE STREET, 


NEW YORK, N. Y. 


Cable Address: 
“CONFECMACH 
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SWEET POTATO STARCH 


Production and Use in Confectionery 


dustry being developed as a cooperative project 
by farmers in the South—is finding increased 
application in confectionery . manufacture. Old-time 
formulae are being dusted off by some of the old-timers 
among candy makers who created delicious confections 
in the era before enzymes, invert sugar, and foreign 
gums used in domestic confectionery, as they find that 
sweet potato starch possesses unique colloidal properties 
and by use of it wisely they can produce better pieces in 
the old way, with simplified formulae. 
While starch is widely distributed in vegetation, com- 
mercial starches are extracted essentially from 


S sy extracted from sweet potatoes—a new in- 


a. grains or seeds, such as corn, wheat and rice; 

b. tubers or roots, such as white potatoes, sweet 

potatoes, cassava (Tapioca) and arrowroot; 

c. central pith of various palms, such as sago, etc. 

Corn starch is the principal starch produced in the 
United States, but in a recent article in “Industrial and 
Chemical Chemistry,” H. S. Paine, F. H. Thurber, R. T. 
Balch and W. R. Richee,* well-known sweet potato starch 
technicians, agree that ‘there is a definite need for root 
starches.” 

White potato starch is the only domestic root starch 
of which, in 1937, this country produced less than 5,000 
tons. To supply the industrial needs for root starches, 
we imported in 1937 over 240,000 tons of foreign 
starches, mostly tapioca and sago. 


* “Manufacture of Sweet Potato Starch in the U. S.” Industrial 
Engineering Chemistry, December, 1938. 


for May, 1939 


Recent activity in the manufacture of sweet 
b 
potato starch as a result of the government s 
financing of a processing plant in Mississippi 
re-arouses the interest of confectionery 
manufacturers in the possibilities for use of 
such starch in candy. 


Farmer unloading field-run sweet potatoes at the sweet potato 
starch plant in Laurel, Mississippi. Note that careful handling 
is not important 
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Luxuriant vines of young sweet potato plants in hot beds. Sprouts 
for planting are grown in steam or air-heated hot beds from 
potatoes from the previous year’s crop 


Sweet potato starch, strictly an American product, 
can replace arrowroot, sago and tapioca—all foreign 
starches manufactured abroad and imported into this 
country duty-free. Since starches fall into two distinct 
groups, cereal starches and root starches—sweet potato 
starch (a root starch) will not directly compete with 
cereal starches produced here. In many cases, cereal 
starches and root starches are used for entirely different 
purposes. 


Every type of starch has individual characteristics, 
including size and shape of granules, so that it is pos- 
sible to identify the source of each type by observing 
the granules under the microscope. Furthermore, each 
individual type of starch appears to be made up of two 
parts: One a water soluble part, and the other a water 
insoluble part. For want of better identification, the 
respective names of “beta amylose” and “alpha amy- 
lose” have been generally adopted for these two parts 
and the ratio of the two parts is fairly constant for 
starch obtained from one particular source. 


When a starch solution is heated, the solution thickens 
more or less rapidly, with much turbulent splashing and 
foaming, up to a certain peak point and then falls off 
in viscosity until a certain fairly constant viscosity is 
reached. In most starches the viscosity rapidly deterior- 
ates until, after prolonged cooking, it is thinned down 
to a point where the usefulness of the starch is practically 
destroyed. This transition is observed at different tem- 
peratures and after varying lengths of cook for starches 
of different types. Behavior and color of the mass during 
and after cooking also varies characteristically. 


In most cases within a few hours after cooling, clear 
water will separate from the gelatinized mass, which 
appears to curdle. Because of the difference in viscosity 
between the peak and constant body during cooking, 
only the ability and experience of the operator prevents 
breaking down due to overcooking. 


Characteristics Compared 


Sweet potato starch possesses certain characteristics 
which are unique. It pastes and completely gelatinizes 
at lower temperatures than other commercial starches. 
It is perfectly white, and herein lies an interesting 
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story. One of the big objections to use of sweet potato 
starch in former years was its pigmentation. However, 
means for extraction of the color have been found. 
Use of sulphur dioxide in the grinding and screening 
process brings out the color. Balch and Paine have 
found a way of pigment extraction by use of alkali, 
and Thurber used an alkaline sodium sulphite. How- 
ever, both methods of pigment extraction have now been 
replaced by use of sulphur dioxide, and for bleaching, 
sodium hypochlorite is used. The color is determined 
by photo-electric reflectance employing the Brice Keane 
photometer. It is expressed as percentage of whiteness 
of a standard plate calibrated with magnesium oxide. 


Sweet potato starch is also amporhous, tasteless, odor- 
less and rendered practically sterile by methods used in 
manufacture which also permit close control of viscosity 
so that batch after batch can be made with utmost 
uniformity. It will cook without splashing, attains peak 
viscosity in a relatively short time, gradually reaching 
constant viscosity, which it retains after prolonged cook- 
ing without appreciable thinning out. The cold gela- 
tinized mass remains unchanged without becoming 
broken-down as a result of standing. 


Following is the method used for processing sweet 
potatoes for starch. The potatoes are conveyed from the 
storage bins to a 5 ft. by 15 ft. soaking pit, where they 
remain for some time. Then they go to the washer. 
From here they proceed into a hammer mill where they 
are given the preliminary grinding. They are then put 
over washing screens to remove the starch. Hereafter 
the pulp is reground and then put over five more wash- 
ing screens. Then to the drying equipment consisting 
of a dewatering reel press and a dryer. The milk 
starch from the countercurrent screening system is passed 
over other screens to remove fibre, etc. It is then 
pumped to tables, where sedimentation occurs, and 
then flushed from these tables with fresh water and again 
tabled. After again being flushed off at 10-14° Bé., it is 
pumped to finishing tanks after being dewatered in a 
perforated basket centrifuge. The moist starch then 
goes to a dryer, and after being thoroughly dried out, 
it passes through a pulverizing mill with screens of 
various mesh. There are other minor processes, but 
essentially the steps outlined here cover the starch ex- 
traction. Extraction of pigmentation has been described. 

One large confectionery manufacturer has replaced 
sago and tapioca in gum work, and by adding a little 
sweet potato starch to standard formulae for cream cen- 
ters, caramels, fudge and marshmallow, has improved the 
texture, appearance and keeping qualities of each prod- 
uct. After trying the first barrel of this starch, this manu- 
facturer has stepped up his requirements to 30 barrels 
within a few months. In gum work, use of low viscosity 
sweet potato starch produces a clear, tasty and tender 
piece which does not weep and does not cup. 


In sugar wafers, consisting of sugar, water and color, 
a proportion of only one-half ounce of sweet potato 
starch in a 20-lb. batch has prevented spotting and has 
increased shelf-life to several days during which the 
wafers remain palatable and saleable. Ordinarily, sugar 
wafers must be made fresh every day. 


Very interesting, too, is the experience of a bakery 
which now uses 1% of sweet potato starch in all types 
of cakes, securing thereby a uniformity of texture, free- 
dom from large gas holes, better crust appearance, and 
retarded hardening and cracking. It has also been noted 
that use of the starch seems to bring out the flavor and 
to hold the moisture within the cake. 
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A Breathing Spell 


Passage of the Lea Amendment to the New Food, 
Drug and Cosmetic Act by the Senate early this month 
gives a much-needed breathing spell to manufacturers 
all over this country who were confronted with the almost 
impossible task of revamping labels and packages to con- 
form to the manifold regulations of the new law. The 
Lea amendment was introduced specifically for this pur- 
pose, since food, drug and cosmetic manufacturers stood 
to lose heavily on supplies of labels and packaging ma- 
terials they could not dispose of by June 25, and further, 
since many of them were unable to bring their labels, 
etc. into line with the requirements of the new law 
through inability of printers, label manufacturers, etc. 
to supply the new materials before the effective date of 
the law. 


The confectionery industry has had a taste of what it 
means to completely revamp its labels and packages to 
conform to the New Food Act. It has spent thousands 
of dollars on legal advice; it has spent long and tedious 
hours in study of the Act and its regulations; it has 
labored over the problem of creating labels for its pieces 
and packages which would conform to the demands of 
the new law yet would not completely dissipate the good- 
will and acceptance built up for their goods in past years. 


Most manufacturers have come through this rather 
hectic period of readjustment in good order. Many of 
them would have been ready by June 25. However, in 
any group there are always those who procrastinate. Let 
these manufacturers not be too sure they have done the 
“smart” thing. There will be no further postponements 
or reprieves beyond the six months stated in the Lea 
amendment. Those manufacturers who have worked on 
label revision are in a position to vouch for the state- 
ment that such revision cannot be accomplished in a few 
hours or overnight. The job is one which requires as 
much time as you can devote to it. The “smart” thing 
to do is to delay no longer, even with the breathing spell, 
but to start revamping your labels, wraps, and packages 
at once. Also, be sure your old packages and wraps are 
off retailers’ shelves by Jan. 1, 1940. Six months have 
a way of passing very quickly when you have a law like 
the Food Act hanging over you. 


It will be up to the Industry at the N.C.A. Convention 
to determine whether the Candy Standards Committee 
should carry on the work, or whether Standards should 
be attempted at all. Every manufacturer should give 
serious consideration to this question. In the meantime, 
the majority of manufacturers now have labelled or are 
in the process of labeling their products, giving full lists 
of ingredients, and they may find that this is far simpler 
than attempting to follow arbitrary Standards. 
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The Merchandising-Advertising 
Campaign 

Without question, the Industry’s Merchandising-Ad- 
vertising Campaign has been so conducted that every 
confectionery manufacturer, whether he participated or 
not, is today receiving direct benefit from it. There is 
scarcely a town or hamlet that has not been made dis- 
tinctly aware of the slogan “Candy is delicious food— 
Enjoy some every day.” Particularly commendable is 
the manner in which the allied trades have responded to 
the pleas of the Committee for moral and financial as- 
sistance. It is estimated that the publicity given candy 
through the Campaign can be measured in terms of mil- 
lions of dollars. 

Truly, the work has been well done, and the members 
of the Merchandising-Advertising Committee deserve all 
the good things being said about them. It will undoubt- 
edly be difficult for the Industry to find someone in its 
ranks who can direct the Campaign as capably and ef- 
fectively as Otto Schnering, who resigned recently. Yet 
a replacement must be found and the Campaign con- 
tinued. We have only begun to scratch the surface so 
far in our efforts to make this country and its 130 mil- 
lion inhabitants candy-conscious. Carry on! 





Lanham Bill 


A bill of interest to all trade mark owners was intro- 
duced into the House of Representatives recently by 
Congressman Lanham of Texas. This bill provides for 
the Federal registration of trade marks used in interstate 
commerce. More recently, still, the judiciary committee 
of the Nevada Senate began re-hearing on a bill requir- 
ing mandatory trade mark registration in that State. 

Offhand it would seem that the Lanham Bill, which is 
reported to have a fair chance of passage at the present 
session, would most likely head off a large number of 
mandatory state registration laws similar to the one in 
Nevada, laws which, if any number of states should re- 
quire the mandatory registration of trade marks, would 
mean virtual confiscation in many cases. The Lanham 
measure would at least be a sane working model upon 
which subsequent state legislation could be based. 

Manufacturers have been very active in the past fight- 
ing these state trade mark laws—measures which have 
strong appeal because they open the way for collecting 
huge amounts of easw tax money. It would seem, then, 
that they would rise up and support the Lanham Bill 
which is an entirely reasonable measure whose revenue 
producing qualities are insignificant, but whose design is 
wholly to guarantee the value of trade mark good will and 
to protect the manufacture from tax-hungry state legis- 
lature. 
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A Modernized 


CANDY PLANT COOLING 





HANGES made in recent months at the plant of 
& the Williamson Candy Company, Chicago, makers 

of “O-Henry” bar, show in striking fashion what 
is possible when an alert management decides to “do 
something about it.” This plant had been equipped in 
years past with what was no doubt the best available 
at the time. Normal wear and tear of the years, but 
probably more, obsolescence, had rendered the old system 
inefficient and wasteful, judged on a basis of present 
day performance. 


A mechanical engineer,* qualified by training and 
experience in this special work, was selected to design 
a new cooling system to care for all the present and 
possible future needs of the plant. Equipment engineers 
for refrigeration, air conditioning, candy pre-cooling and 
chocolate cooling collaborated in this work and all was 
of course checked and approved by the plant superin- 
tendent and engineer. 


The change was most thorough and complete. It 
started with the ammonia compressors, included water 





*Samuel R. Lewis, Chicago 
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SYSTEM 


By ROBERT P. RASMUSSEN 


Economy Equipment Company 
Chicago, Illinois 


coolers, ammonia condensors, brine coolers, brine lines 
and continued on to air conditioning units, air ducts, 
and cooling conveyors. The old system was a direct 
expansion ammonia type, with liquid ammonia pumped 
to direct expansion coils in air conditioning units in the 
different departments of the plant and gas ammonia re- 
turned through the suction line to the compressors.. The 
new system cools brine in the compressor room on the 
first floor which is pumped to cooling units in different 
parts of the plant. This, of course, removes one element 
of hazard and satisfies the new building city code. 


Ammonia Compressors 


Starting with the ammonia compressors, these were 
checked for condition and performance and were over- 
hauled as necessary. The old ammonia operating suction 
pressure of 15 lbs. was increased to 25 lbs. This stepped 
up the total available compressor capacity from 138 
tons of refrigeration to around 180 tons. It at the same 
time reduced the horse power required per ton to drive 
the ammonia compressors from approximately 1.6 to 1.3, 
a saving of about 20% in power or almost 50-HP at full 
load. The ammonia compressors in this plant consist 
of one large electric driven unit and two smaller units; 
one of which is electric driven, one steam driven. The 
change in daily refrigeration load demand is taken care 
of by speed variation of the steam driven unit. The 
change in seasonal load requirements is of course taken 
care of by the number of compressors in use. An inter- 
esting thing to note here is that these compressors are 
not only not new, but have been in operation in this plant 
for many years and that as part of the new setup they 
are operating very efficiently and taking care of require- 
ments most effectively. Incidentally, with the old in- 
stallation, all three compressors were used in the summer 
time, with poor results, while with the new setup only 
two compressors are required in warm weather, one in 
cool weather, and give far better results. 

The condensors used in the old system were of the 
usual double pipe style. These were replaced by three 
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new vertical shell and tube type, each with a capacity 
of 100 tons of refrigeration, yet measuring only 39 in. 
in diameter by 10 ft. high. The most important addition 
was made in the form of an atmospheric cooling tower 
for supplying cool water to the ammonia condensors. 
This tower has a capacity of cooling 60,000 gallons of 
water per hour from 88° to 81° in extreme summer 
weather and, of course to a lower temperature in cooler 
weather. Two electric pumps were provided to pump the 
water from the ammonia condensors in the compressor 
pressor room to the top of the cooling tower located on 
boiler room roof. One pump is of 350 GPM and one of 
600 GPM,, which gives considerable flexibility and econ- 
omy in operation since three different capacities are 
available, 350, 600, and 950 GPM, to suit different 
load requirements. We undestand that during most of 
the first summer season the new system was in operation 
one of these condensors handled the entire load. 


Brine Coolers 

The new system, as mentioned in 
an earlier paragraph, employs brine 
as the cooling medium piped to the 
various cooling units throughout the 
building. The brine coolers then 
naturally form a very important part 
of the new job. Brine is cooled in 
three horizontal shell and _ tube 
flooded ammonia float controlled 
units. Each has a capacity of cooling 
260 GPM of brine from 32%4° to 
25° with ammonia at 25 lbs. suction 
pressure. These units are 26 in. in 
diameter and 16 ft. long. Two of 
these brine coolers will carry the load 
at any time and most of the time 
one will carry the load. Brine lines 
of proper size to keep brine velocity 
and resistance to corrosion of all metal 
parts, pipe lines, coils, condensors 
and valve sets in and this naturally 
greatly shortens the useful life of a 
brine system. This has been one of 
the chief arguments against the use 
of a brine system in the past, and 
the writer is familiar with many in- 
stallations that had to be replaced 
after a comparatively short life due 
to brine corrosion. Another import- 
ant advantage of the closed brine 
system as used at the Williamson 
Candy Company is the fact that it 
is “balanced.” The weight of the 
water on the return or “down” side 
balances the water on the supply or 
“up” side, so that the pump power 
required ordinarily for the “lift” or 
rise, is eliminated and practically the 
only power required is to overcome 
friction loss of piping, bends and 
valves. 


Candy Center Cooling 

In the useful application of the 
refrigeration system described in the 
above paragraphs, cooling of 
“O-Henry” and “Amos & Andy” 
candy bar centers is probably the 
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biggest single cooling job or, at least, one of the most 
important. Here almost 60 tons of refrigeration is 
provided so that continous operation may be maintained 
on the hottest summer day, just as on the coldest winter 
day. “O-Henry” centers with a fresh deposit of hot 
caramel, leave the peanut rolling machines and pass di- 
rectly through the pre-cooling conveyor tunnels and are 
delivered to the chocolate coating machines at just the 
right temperature for enrobing, regardless of season or 


Above — Cooled air is circulated through bottom compartment of 
tunnel, under the belt carrying centers, and returned through top 
compartment over the goods. 


Below —In the new system at the Williamson plant, brine is 
cooled in three horizontal shell and tube, flooded ammonia float- 
controlled units, each with a capacity of 260 GPM. 











outside weather conditions. This is accomplished by a 
series of ingeniously designed pre-cooling conveyors, 
using circulating air as the cooling medium. 


Each conveyor is provided with its own complete 
thermostatically controlled dry air conditioning unit. 
This unit is of course refrigerated with brine as are all 
cooling units in the plant. The conditioning unit uses 
welded, hot dipped galvanized, steel fin coils to cool the 
circulated air, which were designed and built especially 
for these conveyors. Proper fin spacing was used to 
keep air resistance to a minimum and to avoid excess 
in icing. Tube size and arrangement were determined 
to give correct brine velocity and to keep pressure drop 
or resistance down to a reasonable point. The proper 
amount of brine to suit changing load conditions and 
maintain desired cooling in each tunnel is provided by 
pneumatic thermostatic valves. The cooled air is circulated 
by one supply fan through the bottom compartment of 
the tunnel, under the belt carrying the centers, and re- 
turned through the top compartment over the goods by 
two return fans. A separate outside air supply and ex- 
haust duct to each conveyor is provided, so outside air 
may be used when temperature is sufficiently low. This 
arrangement can save a considerable amount of refriger- 
ation and electric power during the winter months. The 
pre-cooling conveyors are heavily insulated, for they 
must operate through warm weather and are located in 
an unconditioned room. Air circulation is under definite 
control so that air leakage at tunnel ends is at minimum, 
saving refrigeration and reducing coil icing. 


Chocolate Cooling Conveyors 


Another important job of the refrigerating system is 
that of cooling and drying the “O-Henry” bar after it 
is coated, so that it may be wrapped and packed. This 
is accomplished on the usual moving belt through a 
specially designed chocolate cooling conveyor, much like 
the pre-cooling conveyor described in the preceding 
paragraph. Each conveyor is complete with its own 
special built in dry air conditioning unit. These cooling 
units in turn are complete with thermostatically controlled 
fin cooling coils, and recirculating fans. The pneumatic 
control valves regulate the brine supply to suit cooling 
requirements in the conveyor. 


Freshly coated chocolate is extremely sensitive to cold 
air so just the right condition is maintained in every 
part of the conveyor to do a good cooling job in a 
relatively short time. Sure and ample cooling, as well 
as definite control, is important since this cooling job 
is part of a continous process starting with the peanut 
rolling machines which must of necessity operate at a 
given, constant speed. The new cooling conveyors as 
well as the attached conditioners are completely insulated. 
The new conveyors, as mentioned, have individual cool- 
ing units which eliminated all cold slabs or coils in the 
conveyor with resulting sweating, moisture inside the 
tunnel and sticking of belts. With the new chocolate 
cooling conveyors all duct work was eliminated due to 
conveyors having their own cooling units. This, besides 
removing much unsightly sheet metal work, made a 
material saving in refrigeration and improvement in cool- 
ing due to eliminating practically all air leakage. 


Chocolate Packing Room Cooling 


The chocolate packing room, where the finished goods 
leaving the chocolate tunnels are individually wrapped, 
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is conditioned to 65 to 68° temperature and about 50% 
relative humidity. This is now accomplished by a fin 
coil dry air conditioning unit which has capacity of 
about 50 tons of refrigeration. This amply cares for 
the normal heat load of around 175 operators, motors, 
and the usual wall radiation load. It also provides for 
taking 10% of outside air at all times. 


The new dry air conditioning unit takes considerably 
less floor space than the old wet type it replaced. It 
also is capable of maintaining a lower relative humidity, 
which is desirable. It requires less electric power, be- 
cause the water pumps and circulating system are elimin- 
ated and require less servicing, because there are no 
spray nozzles, screens or sump tank to keep clean. The 
dry filters used do a better job of air cleaning than the 
wet conditioner did. Constant air temperatures are 
maintained, through changes of cooling load by the 
use of thermostatically controlled brine valves. Uniform 
air conditions, with noticeable drafts, are maintained 
throughout the room, due to well-designed distributing 
ducts and air diffusers. When outside temperatures go 
below a certain point, brine is shut off and outside air 
used entirely. The writer has had occasion to visit this 
room a number times since the cooling eqquipment 
change was made but has never noticed an unfavorable 
atmospheric condition, even with room working to capac- 
ity. 


Water Cooling Requirements 


Cold water is provided for candy cooling cold water 
slabs on an upper floor. Water for this purpose is 
supplied by a semi-submerged Baudelot type brine water 
cooler of about 10 tons capacity and is hand controlled. 
Cold water for the circulating drinking water system 
is provided by a small shell and tube brine water cooler. 
This cooler is of about 2 tons refrigerating capacity 
and measures approximately 12 in. x 10 ft. long. The 
correct water temperature is maintained automatically 
by a thermostatic brine control valve. 


Material Storage 


Besides the cooling requirements already mentioned 
there are two more smaller loads for storage purpose. 
A storage room requiring about 5 tons of refrigeration 
and maintained at 45 to 50 deg. is used for storage of 
milk and other products used in the manufacture of candy. 
Another room is maintained at around 70 deg. and 
used for storage of wax paper and like materials. These 
two rooms are cooled with brine ceiling coils. 

To anyone familiar with the cooling system job done 
at the Williamson Candy Company plant there isn’t 
much question as to the great operating savings made 
and the wisdom of the change. The writer understands 
that the savings in cost of condensor water alone for 
the first season were $2700. Added to this are material 
savings in electric power required for the ammonia 
compressors due to higher suction pressures, savings 
in fan power due to eliminating duct work for cooling 
tunnels, saving in refrigeration and electric power due 
to using individual cooling units and improved tunnel 
design. Of equal importance is the availability of ample 
cooling capacity for all requirements and at all times 
besides a reserve for future added loads and for emer- 
gencies, 
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BIG TURN-OUT SEEN 
FOR A.R.C. MEET 


A record turn-out is 
expected for the Annual 
Convention of the As- 
sociated Retail Confec- 
tioners of America at 
St. Louis, May 22 to 24, 
according to word re- 
ceived from John Mavra- 
kos, Mavrakos Candy 
Co., St. Louis, who 
heads the local commit- 
tee in charge of the con- 
vention. Beginning with 
a golf tournament on 
Sunday, May 21, the 
convention will swing 
into full speed on Mon- 
day, when the formal 
program of activities be- 
gins. Local retail-manufacturers who are assisting Mr. 
Mavrakos in the handling of convention details are Karl 
Bissinger, president of Bissinger Confectioners; L. D. 
McMillan, Jr., president of the Busy Bee Candy Co.; and 
George R. Frederick, president of Herz-Oakes Candy Co. 

The House of Friendship at the Statler Hotel will be 
the headquarters for all the social activities of the Con- 
vention, and all members are being urged to be in St. 
Louis on Sunday morning, May 2lst, as the Golf 
Tournament starts bright and early on that day. A 
buffet supper is going to be served Sunday evening and 
everyone will have an opportunity to get acquainted be- 
fore the real serious business of the session starts on 
Monday morning. The sessions will be closed to every- 
one except members. Several supply firms are exhibit- 
ing at the Statler at the same time, and all signs point 
to a most successful meeting. 


The first and second days of the convention will be 
given over entirely to the intramural problems of retail 
manufacturers, and will consider packaging, manufactur- 
ing, merchandising, personnel, labor problems, etc. The 
various discussion session will have chairmen, but there 
will be no outside speakers. It is felt that in this manner 
complete and frank discussion of problems will be forth- 
coming from the attending confectioners. There will be 
a frank interchange of experience among the manu- 
facturers on raw materials, machinery, refrigeration, etc. 


On the third day the association through the local 
committee has provided for organized visits to various 
retail-manufacturing plants and stores in St. Louis. The 
members will visit the Mavrakos Candy Co., which has 
the reputation of having one of the best laid-out retail 
plants in the country. Another plant to be visited is 
that of the Busy Bee Candy Co., which has one of the 
longest candy counters in the country and has, for a retail 
manufacturer, an unusually large variety of pieces and 
lines. Bissingers will also be visited. This company is 
noted for their use of colors and flavors. The Herz- 
Oakes Candy Co., will demonstrate their form of merchan- 
dising, for which they have acquired a national repu- 
tation. 


Sponsors of the Candy Style Show, to be held the 
night of May 22, are: Corn Products Refining Co.; F. J. 
Schleicher Paper Box Co.; Pan Confection Factory of 
the National Candy Company, and Funston Bros. Nut 
Company. Vaudeville acts will be interspersed between 
presentations of the various candies in the style show. 





John Mavrakos 
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SENATE APPROVES 
LABELING EXTENSION 


The United States Senate on May 4, passed the Lea 
Amendment to the Food, Drug and Cosmetic Act, mak- 
ing mandatory a six month extension of the Act’s labeling 
provisions and providing a possible further extension of 
another six months. The Lea Bill, passed by the House 
on April 24, had a Senate amendment tacked on to it, 
generally interpreted as requiring the Food and Drug 
Administration to extend the labeling effective date to 
July 1, 1940, when and if a petitioner for extension files 
an affidavit for this request. The amendment added by 
the Senate grants labeling extension to July 1, 1940, when 
the applicant affirms that compliance with the labeling 
provisions would be unduly burdensome for him and that 
the public interest is being adequately served in the mean- 
time. 


LEA BILL POSTPONES FOOD. 
DRUG LAW EFFECTIVE DATE 


The House of Representatives on April 22 passed 
H. R. 5762, a bill proposed by Clarence Lea, chairman of 
the House Committee on Interstate and Foreign Com- 
merce, to extend the effective date of certain sections of 
the New Food, Drug and Cosmetic Act to January 1, 
1940. The sections of the Act which would be post- 
poned by the Lea Bill are: 402 (c); 403 (e) (1); 403 
(g) (h) (i) (j) (k); 501 (a) 4; 502 b 
(d) (e) (f) (g) (h)—(these subsections of 502 in 
part only); 601 (e) and 602 (b). The requirements 
which are postponed by the Lea Bill include those 
on use of: Certified colors; appearance on the label of 
the name and address of the manufacturers, packer, or 
distributor; definitions for standards of identity and 
standards of quality and fill of container for good with 
associated labeling requirements; appearance on the label 
of the name and ingredients of non-standardized fab- 
ricated foods; the appearance on the label of certain in- 
formation concerning special dietary food and artificial 
flavors, colors and preservers in food; labeled statements 
of quantity of contents of drugs and cosmetics; labeled 
statements of habit-forming properties and active in- 
gredients of drugs; directions for use and warnings 
against probable mis-use of drugs; official compendia 
labeling and packaging requirements for drugs, and 
labeled statements of precautions on deteriorating drugs. 


The Bill, further, grants to the Secretary of Agriculture 
the administrative right for further extension of certain 
labeling provisions, but authority applies only where 
compliance with the provisions will be unduly burden- 
some and where the public interest would nevertheless be 
adequately served. In no case can the Secretary, under 
this provision, extend the effective date of any provision 


beyond July 1, 1940. 


Edward J. Noble, founder of Life Savers, Inc., Port 
Chester, N. Y., has been made Undersecretary of Com- 
merce by President Roosevelt, to take active charge of 
the Commerce Department in lieu of Harry Hopkins, 
chief of the department, who is in ill health. Mr. Noble 
was appointed chairman of the Civil Aeronautics 
Authority last summer and has been moved to his new 
job from that position. 
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PLAN TO BE AT THE PALMER HOUSE “ 


CHICAGO, MAY 22-25 


N. C. A. CONVENTION PROGRAM 


56th. Annual Convention of the National Confectioners’ 
Association, Palmer House, Chicago, May 22-25, 1939 





MONDAY, MAY 22 
Grand Ballroom 

12:30—Opening session starting with luncheon—Presi- 
dent H. R. Chapman, presiding. 

1:45—A Welcome to Delegates—A. H. Shotwell, Gen- 
eral Convention Chairman. 

2:00—Practical Application of Food, Drug and Cos- 
metic Act to. the Candy Business—Ole Salthe 
Consultant to Federal Food and Drug Adminis- 
tration. 

Questions and Discussions 


3:00—Report of Candy Standards Committee—C. O. 
Dicken, Chairman Candy Standards Committee. 
Questions and Discussion 
3:30—Legal Advice and Counsel Pertaining to Food 
and Drug Law—W. Parker Jones, General Coun- 
sel National Confectioners’ Association. 
Questions and Discussion 


TUESDAY MORNING, MAY 23 
Grand Ballroom 


General Session—President H. R. Chapman, presiding 

9:45—In Memoriam. 

10:00—Report of President—H. R. Chapman. 

10:20—Report of Executive Vice President—A. M. Kelly. 

10:30—Report of Secretary—M. F. Burger. 

10:40—Report of Treasurer—F. J. Kimbell. 

10:50—Report of Trade Mark Counsel—Walter C. 
Hughes. 

11:00—Induction of new Officers and Directors. 

11:35—Changes in Production and Distribution of Con- 
fectionery During 1938—Wilford L. White, 
Chief, Marketing Research Division, U. S. De- 
partment of Commerce. 
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TUESDAY AFTERNOON, MAY 23 
Grand Ballroom 
Forum and Production Session—George H. Williamson, 
presiding. 


1:45—Bloom Control on Chocolate—Norman W. Kempf 
Walter Baker & Company, Inc., Div. of General 
Foods Corporation. 


Questions and Discussion 
2:15—Consistent Modernization of Candy and Equip- 


ment—W. W. Reece, W. E. Long Company, 
Chicago. 


Questions and Discussion 
2:45—Refrigeration and Air Conditioning—Robert P. 


Rassmussen, Economy Equipment Company, 
Chicago, Illinois. 
Questions and Discussion 
3:15—Color and its Application to Candy—Howard 


Ketcham, Howard Ketcham, Incorporated Color 
Experts, New York City. 


Questions and Discussion 
3:45—Sound and Color Motion Picture of Modern 


Packaging—Produced by: Modern Packaging 
Magazine. 


WEDNESDAY MORNING, MAY 24 
Grand Ballroom 
General Session—Vice President Geo. T. Packham, pre- 
siding. 
9:45—Consumers’ Buying Habits—L. B. Steele, Assist- 


ant Director of Sales, “Cellophane” Division 
E. I. duPont de Nemours & Co., Inc. 


Questions and Discussion 
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10:30—Publicity in Other Industries and Results Ob- 
tained—Wnm. R. Harshe, Chicago. 
Questions and Discussion 
11:15—Profits from Good Industrial Relations—C. B. 
Craigmile, Vice President, Belden Manufacturing 
Co., Chicago. 


Questions and Discussion 


WEDNESDAY AFTERNOON. MAY 24 
Grand Ballroom 
General Session—Thomas J. Payne, presiding. 
1:45—Industrial Relations—Leonard Bajork, Former 
Director, Region No. 13, National Labor Re- 
lations Board, Chicago. 
Questions and Discussion 
Executive Session—H. R. Chapman, presiding. 
2:15—Report of Board of Directors—H. R. Chapman, 
President. 
2:15—Report on Election of Directors—M. F. Burger, 
Secretary. 
2:30—Report of Resolutions Committee—L. L. Mc- 
Ilhenney, Chairman Resolutions Committee. 
3:00—Report of Legislative Committee—William F. 
Heide, Chairman, Legislative Committee. 
3:20—Report of Industrial Relations Committee—W. 
Parker Jones, General Counsel. 
3:40—Unfinished Business. 
New Business. 
Adjournment. 
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Activities Independent of General 
Convention Sessions 


TUESDAY, MAY 23 


Women’s Activities—W. T. Reed, Chairman 

12:00 M. Cocktail party for Wives, Sweethearts and 
Friends of Confectionery Men Attending the 
Convention, Palmer House, Third Floor. 


1:00 P. M. Luncheon, and Style Show presented by 
Chas. A. Stevens & Co., Edgewater Beach Hotel, 
Marine Dining Room. Transportation from 
Palmer House will be provided. 

Assisting in the Ladies’ Day activties are: 
Mrs. Gross Williams, Mrs. D. P. O'Connor, 
Mrs. Will Reed, and Mrs. O. W. Johnson. 


WEDNESDAY, MAY 24 
8:00 P. M.—Dinner-Dance, Grand Ballroom of the Pal- 


mer House, B. H. Goodman Nutrine Candy Co., 
Chicago, Chairman of Dinner-Dance. 


THURSDAY, MAY 25 


9:30 A. M.—Annual Golf Tournament, with luncheon 
dinner and prizes, Olympia Fields Country Club, 
Chicago Heights, Ill. O. W. Johnson, Penick 
and Ford, Ltd., Chicago, Chairman of Golf 
Committee. 
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CONVENTION 
HEADLINERS: 


56th Annual Convention 


NATIONAL 
CONFECTIONERS 
ASSOCIATION 


Palmer House, Chicago 
May 22-25 





GEORGE H. WILLIAMSON 


Pres., Williamson Candy Co., Chicago, 

who will preside at the Forum and Pro- 

duction Session of the N.C.A. Conven- 
tion on Tuesday Afternoon. 


GEORGE T. PECKHAM 
N.C.A. Vice President, Gen. Mar., Na- 
tional Candy Co., St. Louis, Mo., who 
will preside at the General Session on 
Wednesday morning. 





a 


NORMAN W. KEMPF 
Walter Baker & Co., Div. of Gen- 
eral Foods Corp., who will talk 
on “Fat Bloom Control” at the 

Production Forum 





L. B. STEELE HARRY R. CHAPMAN 
Asst. Dir. of Sales, Cellophane N.C.A. President; Vice President, New Eng- 
Div., DuPont deNemours & Co., land Confectionery Co., Cambridge, Mass. 


who will speak on “Consumer 
Buying Habits’ at Wednesday's 
Session 





C. B. CRAIGMILE ROBERT P. RASMUSSEN WILLIAM R. HARSHE 
Vice Pres., Belden Mfg. Co., Chi- Economy Equipment Co., Chicago, who Public and Public Relations Coun- 
cago, who will speak on “Profits will address the Production Forum ses- sel, Chicago, speaks on “Publicity 
from Good Industrial Relations” sion on “Refrigeration and Air Condi- in Other Industries and Results 
at Wednesday morning’s session tioning.” Obtained” on Wednesday 
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DIRECTORY OF EXHIBITORS 


Confectionery Industries Exposition During N. C. A. Convention 
May 22, 23, 24, 25, at the Palmer House, Chicago 


Note: The exhibitors listed in boldface type have further 
described their products in the Advertising Pages of The 
MANUFACTURING CONFECTIONER. 


AMERICAN LECITHIN COMPANY, Inc., Elmhurst, L, IL, 
New York. Booth No. 48. Exhibit: Lexin for use in 
chocolate coatings and candies. In Attendance: Jos. 
Eichberg, A, T. Newth, Jos. Stanley, Joe Long. 


AMERICAN MACHINE & FOUNDRY CO., 511 Fifth 
Avenue, New York City. Booth No. 6. Exhibit Four 
“Rose” Candy wrapping Machines and two Glen Plus 
Mixers. These “Rose” machines are for wrapping Cara- 
mels; twist wrapping toffee, hard candy, chewing gum, 
etc.; wrapping chocolates and hard candy, also suckers; 
for fold-wrapping of chocolate covered candies, etc. This 
latter machine is being exhibited for the first time. In 
Attendance: W. H. Kopp, H. E. Varrelman, F. E. Young- 
dahl, Kurt Zauke, Phil Schlemmer. 


AMERICAN MAIZE-PRODUCTS COMPANY, 100 E, 
42nd Street, New York City. Booth No. 36. Exhibit: 
Will present an interesting approach to the keeping 
qualities of candies. In Attendance: D. K. David, President ; 
J. R. Bishop, Asst. to the President; L. G. Preston, V. P.; 
C G Linker, V P.; R. E. Daly, V. P.; F. K, Benzing, 
¥;. Bz A. P. Hellwig, Asst. Bulk Sales Manager; B. K. 
MacLaury, I. A. Peterson R. E. Harmer, R. C, Drury, 
J. A. Merray, Wm, Ackerman, Arthur Doscher, T. P. 
Shea, G. H. Bunton, E. P. Walters, Paul Prentiss, J, J. 
Robertson. 


AMERICAN SUGAR REFINING COMPANY, 120 Wall 
Street, New York N, Y. Booth No. 56. Exhibit: Various 
types of pure cane sugars also functional display of 
representative confections, together with respective types 
of sugar employed in manufacture of each confection. 
In Attendance: M. B, Murphy, Sales Manager, Western 
Sales district; Dr. Stroud Jordan, Manager, Manufacturers’ 
Service Division; Ralph S. Stubbs, V. P., Sales Manager 
The American Sugar Refining Company, Joseph W. 
Mooney, W. E. Beard, Manager, The Franklin Sugar 
Refining Company. 


ANHEUSER-BUSCH, Inc., St. Louis, Misouri. Booth No. 
59. Exhibit: The Corn Products Division. In Attendance: 
Homer F. Ziegler, V. P., Harry C. Crist, Mgr. Corn 
Products Division, J, T. Flahiff, Charles H. Grupe, E. B. 
Bushnell, A. M. Robinson, George Hines, E R. Anderson, 
Edw, Geisel. 


ARMOUR & COMPANY, Chicago, Illinois. Booth No. 11. 
Exhibit: Cloverbloom Powdered Fresh Egg Whites, its 
use and value in the manufacture of confections. In at- 
tendance: C. D. Wilbur, J. R. Turner, Alfred B, Cassidy, 
Geo. W, Eddington, Jr. 


ATLANTIC GELATIN COMPANY, Inc., Hill St., Woburn, 
Mass. Booth No. 33, Exhibit: Ground Gelatin in bottles. 
In Attendance: Joseph H. Cohen, Harold W. Cochran, 
William I. Gorfinkle, Wallace H. Jose. 


BLANKE-BAER EXTRACT & PRESERVING CO., 3224 S. 
Kingshighway, St. Louis, Mo. Booth No. 18. Exhibit: 
Display of fruits, extracts and colors used in the manu- 
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facture of candies. Candies in which various products 
have been used will be exhibited. True Fruit extracts 
and Pure Fruit Purees and Fruit Combinations to be 
used in cordial and cream-center chocolates. In Attend- 
ance: Dr. Samuel H. Baer, President; A. H. Knese, Sales 
Manager; W, L. Castle, W. H. Sullivan, Harry Bendfelt. 


BRAZIL NUT ADVERTISING FUND, 60 Hudson Street, 
New York, N. Y. Booth No. 3-B. Exhibit: Brazil nuts 
in transit from the Amazonian jungles into finished 
product, a variety of Brazil nut confections. An unusal 
background in which an illusion is created through the 
use of mirrors. In Attendance: T. R. Schoonmaker. 


BURRELL BELTING COMPANY, 413 S. Hermitage Ave., 
Chicago, Ill. Booth No. 61. Exhibit: The application of 
Burmak Belts used in the chocolate coating department 
of candy factory. Belts to be displayed—Enrober, Feed 
Table, Cold Table, Bottomer, Turn Table, Peanut Feeder, 
Fan and Drum, Wi ire Batch Roller; also—Carmel Cutter 
Boards and Cocoa Press Pads. In Attendance: Earl F. 
Mayer, Paul J. Buss, John M. Moyer, Normal Corwell, 
Howard Aylesworth, Heber N. Fate, Harry Hallgren, 
Nick Schausten, 


CALIFORNIA FRUIT GROWERS EXCHANGE, PROD- 
UCTS DEPARTMENT, Ontario, California. Booth No. 
13. Exhibit: Candies with Citrus pectin, Citric acid and 
Oils. In Attendance: M. L. Chapman, Sales Manager; 
E. L. Rhoars, Central District Manager, T, F. Baker, 
Eastern Manager, C. K. Lyle; C. Gallagher; W. E. 
Baier, Research Manager; H. W. Hall, Manager, Ex- 
change Lemon Products Division, 


CLINTON COMPANY, Clinton, Iowa. Booth No. 14. Ex- 
hibit: Mechanical display, consisting of electric train, 
moving trucks, river boats and barges. In Attendance: R. E. 
Clizbe, V, P. and G. M., George E Corson, Manager 
Bulk Starch and Sales Service Division; S. Eisentein, 
Manager Bulk Sales Dept, Mrs. Wm. Jensen, A. C. 
Junge, 


oe JOURNAL, Philadelphia, Penn. Booth 


No. 


CONFECTIONERY & ICE CREAM WORLD, New York. 
Booth No. 19. 


CORN PRODUCTS SALES COMPANY, 17 Battery Place, 
N. Y. Booth No. 29. Exhibit: Confectioners corn syrup, 
corn starches, Cerelose (Pure Dextrose) sugar. In At- 
tendance: Large delegation headed by J. D. Buhrer, 
President and Mr. Fred Mueller, V. P. 


a ee ART GLASS CO., 225 W. Illinois. Booth 
No. 21. Exhibit: Mirrored candy boxes, Premiums. In 
Attendance: Paul Paisner, Leone Schuz, Wm. Dean. 


DELFT GELATINE WORKS, 629 Grove Street, pony 
City, N. J. Booth No. 43-B. Exhibit: Gelatine. In At- 
tendance: John B. Coleman, William C. Dickneider, H. E. 
Goodman, Robert D. McLellan, C, R. Page, George F, 
Reid, Hobart J. Thurber, Howard A.Wald. 


DOBECKMUN COMPANY, Cleveland, Ohio, Booth No. 54 
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E, I. DuPONT DE NEMOURS & COMPANY, Inc., 
“CELLOPHANE” DIVISION, Wilmington, Delaware, 
Booth No. 7-8. Exhibit: Feature new developments in 
packaging and wide variety of samples will be on display. 
Shelves of outstanding packages will be displayed on re- 
volving table illustrating the latest in design and labeling. 


ECONOMY EQUIPMENT COMPANY, Inc., 223 N. Wal- 
cott Ave., Chicago, Ill. Booth No. 60. Exhibit: Working 
model of “Economy” Dry Air Conditioning unit with 
condenser in operation. In Attendance: W. H. Lenish, 
J. R. Murray, R. P. Rasmussen, John Sheffman, G. T. 
Weick. 


HARRY L. FRIEND, 52 India Street. Boston, Mass. Booth 
No. 17. Exhibit: Automatic electric “New Englander” 
Model Hand-Roll Machine, with an extensive variety of 
dies. 


FULTON GLASS COMPANY, 1328 Broadway, New York, 
New York. Booth No. 49. 


GENERAL FOODS SALES COMPANY, Inc., 250 Park 
Avenue, New York, N. Y. Booth No. 1. Exhibit: Featur- 
ing new “Plastic Coconut” as well as VitaPack Cashews, 
and assorted cuts of Frankin Baker's coconut In At- 
tendance: H. P. Haldt, G. W. McCullum, W. S. Dickerson, 
D. H. Macaulay, G. T. Grown, J. I. MacDonald, W. A. 
5 aay W. L. Bonney, W. A. Preble, A. A, Borton, A. E. 

son 


THE GLIDDEN COMPANY, Soya Products Division, 
5165 W Moffat Street, Chicago, Ill. Booth No. 51. Ex- 
hibit: Display of products, also a table beater used for 
demonstration. 


J. W. GREER COMPANY, 119 Windsor Street, Cambridge, 
Mass. Booth No. 12. Exhibit: 24” Greer Streamlined 
Coater, automatic belt guiding device, Greer belting, full 
information on Greer 2-Color coater. In Attendance: 
J. W. Greer, Don S. Greer, Fred W. Greer, O. C. Robsham 
Edward M. Johnson. 


INDUSTRIAL SUGARS CORPORATION, 1010 Weed 
Street, Chicago, Illinois. Booth No. 41. Exhibit: Pictorial 
representation of handling liquid sugars, samples of candy 
made with product, Liquid Refined and Sucreme. In At- 
tendance: Dr. J. F. Leete, N. Fuad, Beryl Rogers 
McClaskey, Dorothy Hutchisson, M. H. Eddington. 


INTERNATIONAL CONFECTIONER, New York, N. Y. 
Booth No. 35. 


INTERSTATE FOLDING BOX COMPANY, Middletown, 
Ohio. Booth No. 45-A. 


A. KLEIN & COMPANY, Inc., 113 West 17th St., New York, 
N. Y. Booth No. 23. Exhibit: Fancy Christmas, Valen- 
tine, and stock candy boxes In Attendance: Adolph Klein, 
Joseph Ehrenfeld 


H. KOHNSTAMM & COMPANY, Inc., 87 Park Place, New 
York, N. Y. Booth No. 15. Exhibit: Complete line of 
flavors and certified food colors. In Attendance: Hugo 
Pulver, Robert Pulver, Justin Pulver, A. C. Hassel, E. A. 
Pfeiffer, E. J. Berman, W. H. Nelson, Louis J, Woolf. 


J. M. LEHMANN COMPANY, Inc., 248 West Broadway, 
N. Y. Booth No. 20. Exhibit: Shaking Table of en- 
tirely new design, incorporating a new principal which 
makes it possible to pass the moulds over the shaking 
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EXPOSITION HOURS 


MONDAY, MAY 22 
12M. to 10P. M. 


TUESDAY, MAY 23 
9 A. M. to 10 A. M, 
12M. to 2P.M. 
5 P. M. to 10 P. M. 


WEDNESDAY, MAY 24 
9 A. M. to 10 A. M. 
12M. to 6P. M. 
THURSDAY, MAY 25 
12M. tol0P. M. 











table with an entire absence of noise formerly associated 
with this operation, The new features in this shaking 
table have been patented by the Lehmann Company. In 
attendance: E. E. Mueser, President, G. M. Poverud, 


JAMES B. LONG & CO. 233 W. Erie St., Chicago, Ill. 
Booth No. 62, Exhibit: Flavors, colors, candies. In At- 
tendance: James B. Long, Lawrence Jorgensen, Dr. C. F. 
Meibes from New York office, R. E. Dempsey, 


THE MANUFACTURING CONFECTIONER PUB. CO. 
400 West Madison St., Chicago, Ill. Booth No. 44-A. 
Exhibit: Publications. In Attendance: Mrs. E. R. Allured, 
E, C. Pilcher, O. F. List, M. Kandlik. 


MAWER-GULDEN-ANNIS, Inc., 87 34th St, Brooklyn, 
N. Y. Booth No. 65 Exhibit: Maraschino style cherries 
for dipping and glace and drained fruits. In Attendance: 
Mr. E, G. Walls, J. B. Sadler, A. R. Ramee 


MAYER MANUFACTURING COMPANY, 1436 W. Ran- 
dolph, Chicago, Illinois. Booth No—COMING. 


MERCHANTS BOX COMPANY, 7 West 30th St., New 
York, N. Y. Booth No. 3A. Exhibit: Novelty wooden 
chests and display cabinets for candy. In Attendance: 
G, Herbert. 


MERCK & COMPANY, Rahway, N. J. Booth No. 27. 
Exhibit: Fruit Acid acidulents, buffers, flavors, preserva- 
tives. In Attendance: A. F, Frantz, C. P. Messersmith, 
W. A. Rothermel. 


MILPRINT, Inc, Milwaukee, Wisconsin. Booth No, 32. 


NATIONAL EQUIPMENT COMPANY, 3640 Main Street, 
Springfield, Mass. Booth No. 31. Exhibit: Bausman No. 
3 Decorator — Bausman Chain Decorator — Bausman 
Spindle Decorator. In Attendance: George A. Bausman, 
ol, A. L. Bausman, Frank S. Moulton, B. E. C. Gillette, 
Howard C. Baum. 


NATIONAL SUGAR REFINING COMPANY, 129 Front 
Street, New York, N. Y. Booth No. 4. Exhibit: Com- 
plete line of hard, soft and liquid cane sugars; also various 
grades of Krist-O-Kleer invert sugars for confectioners’ 
use. In attendance: Henry J. Smith, Vice-president; P. 
G. Moller, Roswell Truman, John Ware, 
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NULOMOLINE COMPANY, 120 Wall Street, New York, 
N Y.; 333 N. Michigan Avenue, Chicago, Ill, Booth No. 30, 
Exhibit: Featuring new Chicago auxiliary plant. New 
types candies on display and new formulas will be dis- 
tributed. In Attendance: Jas. A. King, R. S. Taussig, M. E. 
Berrye, K. C, Fromm, T. M. Hollicky, P. E. Minton, 
F. Williams. 


NUSSBAUM NOVELTY MFG. CO. Berne, Indiana, Booth 
No. 50, Exhibit: Fancy wooden boxes, re-usable containers, 
novelties, candy boxes. In Attendance: V. E. Haecker, 
R. B. Haecker, Hemphill. 


PACKAGE MACHINERY COMPANY, Springfield, Mass. 
Booth No. 9 and 10. Exhibit: Operating Model LP-2 
and Model FA-2-Q machine. Machines will wrap pops 
in colored MST Cellophane and wrapping extension 
edge boxes of candy in Cellophane. In Attendance: Roger 
L. Putnam, George A. Mohlman, J. R. Tindal, A. B. Hull, 


E. G.Westervelt, Paul E. Kyburg, T. A. Mohlman, M. N. 
Allen. 


PENICK & FORD LTD. 420 Lexington Ave., New York. 
Booth No. 66. Exhibit: Corn syrup and special starches 
for the candy trade. Also samples of gums and candies 
made from these products. In Attendance: D. P. O’Con- 
nor, N. M. Kennedy, H. A. Horan, W. G. Ahern, G, C. 
Callerman, O. W, Johnson, Norman M. Vance, and H. 
A. Harvey. 


CHAS. PFIZER & CO., Inc., 81 Maiden Lane, New York, 
N. Y.; 444 W. Grand Ave., Chicago, Booth No. 39. Ex- 
hibit: Citric Acid, Tartaric Acid, Cream Tartar, Sodium 
Citrate, Ascorbic Acid. In Attendance: P. A, Rising, 
N. A, Grimm, Chris Christensen, E. N. Lewis, F. B. 
Albright, M. F. Hill, A. E. Peterson, T. Thompson. 


PILLIOD CABINET COMPANY, Swanton, Ohio. Booth 
No. 28. Exhibit: Cedar chests and fancy wooden boxes. 
In Attendance: E. H. Bergin, T. J. Pilliod, W. G. Ridley I, 
W. G. Ridley II, W. G. Ridley III, L. S. Feldmen. 


ROSS & ROWE, Inc., 75 Varick St, New York, N. Y. 
Booth No 5. Exhibiit: R. & R. Specialties, Yelkin, Stand- 
ardized Lecithin, Placto, Plastic Milk, Oroco, Miroset, 
Fries Flavors. In Attendance: J. Edward Rowe, Wm. F. 
Schlesinger, James P. Booker, Oscar M. Stout, James E. 
Lynch, Harry J, DeBurgos, George J. O’Keefe. 


MAX RUBIN & SONS, 53 Greene St., New York, N. Y. 
Booth No. 63 Exhibit: Gift boxes of wood, metal and 


glass for special seasons. In Attendance: Jacob Rubin, 
E. H. Schwartz. 


SAVAGE BROS. CO., 2638 Gladys Avenue, Chicago, IIl. 
Booth No. 47, Exhibit: Sisco Patented Nut Rolling 
Machine. In Attendance: R. J. Savage, Sr., R. E. Savage, 
a! Savage, Jr.. W. P. Haplin, R. W. Emerson, M. J. 

inden. 


F. J. SCHLEICHER PAPER BOX COMPANY, St. Louis, 
Mo. Booth No. 38. 


SHELLMAR PRODUCTS COMPANY, 224 S. Michigan 
Ave., Chicago, Ill. Booth No. 2. Exhibit: Demonstra- 
tion of many forms of transparent packaging for confec- 
tionery. In Attendance: B. W. Martin, H, D. Martin, 
E. S. Weil, T. W. Kock, W. E. Boswell, J. H, Huse, 
W. J. Davis, R. E. Getty, 
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A. E. STALEY MFG. CO., Decatur, Ill. Booth No. 37. 
Exhibit: Staley products. In attendance: C. H. David- 
son, I. E, Wieland, W. W. Starks, L. O. Gill, F. H. 
Brock, L. R. Dickinson, C. C, Hollis, George H. Batch- 
elder, O. D. Sutter, C. A, Moore, H. J. Reavis, Sam H. 
Ray. 


STEIN-HALL MFG. CO., 3841 S, Ashland Avenue, Chicago, 
Ill. Booth No. 43-A. Exhibit: Confectioner’s Thin Boil- 
ing Starch, Moulding Starch, Royal Tapioca Flour, Rice 
Flour, Coconut, Hen Egg Albumen, Adhesives, Stein-Hall 
Process for Corrugating. In Attendance: C. J. Dunachie, 
Sales Manager, B, W. Thayer, C. C. Parsell, E. H. Kahl, 
O. W. Westerlund, A. W. Bierly. 


STERLING DOLL CO., Inc., 15 W. 26th St., New York, 
N. Y. Booth No. 46. Exhibit: Novelties and dolls that 
can be used for premiums, window display, or re-sale 
purposes. 


STOKES & SMITH CO., Philadelphia, Penn. Booth No. 
44-B. Exhibit: “Transwrap” Automatic packaging machine 
for small candies, nuts, etc. In Attendance: C, E. Schaef- 
fer, P. Hagen. C, M. Bunn, P Karstrom, S T. Brinton. 


SYLVANIA INDUSTRIAL CORPORATION, 122 E. 42nd 
St.. New York, N. Y. Booth No. 26, Exhibit: Sylvania 
Cellophane sheets and rolls; holiday printed sheets, rib- 
bons; confectionery products packaged with Sylvania 
products. 


TOY KRAFT CO., Wooster, Ohio. Booth No. 58. 


TRAVER CORPORATION, 358 W. Ontario St., Chicago, 
Ill. Booth No. 64. Exhibit: Cellophane sheets and rolls; 
cellophane bags, printed and plain; glassine in sheets and 
rolls; Loxtite candy box partitions; printed foil, Traco 
transparencies. In attendance: G. W. Traver, C. D. Acker- 
man, C. L, Harder, R. N. McCreary, H. Nock, V. J. 
Sheridan, J. F. Meury. 


TRIANGLE PACKAGE MACHINERY CO., 910 N. Spauld- 
ing Ave., Chicago. Booth No. 2-B. Exhibit: Machine 
incorporating feeder for weighing and filling into cellophane 
bags, carton, etc. candies, marshmallows, etc. In Attend- 
ance: Louis R. Muskat, Peter Muskat, W. H. Splitt. 


UNITED CHEMICAL & ORGANIC PRODUCTS, Divison 
Wilson & Co., Inc., 4100 South Ashland Avenue, Chicago, 
Illinois, Booth No. 40. Exhibit: Various types of candy 
marshmallow in an arrangement which will make an at- 
tractive display. In Attendance: T. R. Tennant, F. E. 
Robinson, G. F. Kostal, F. J. Loeffler, R. C. Grant, J. 
Bader, J. T. Hicks, J. J. Rawle, and G. F. Weyand. 


UNION STANDARD EQUIPMENT CO., 318 Lafayette 
St., New York, N. Y. Booth No. 42. 


WARFIELD CHOCOLATE DIVISION, THE WARFIELD 
COMPANY, 536 W. 22nd St., Chicago, Ill. Booth No. 
34. Exhibit: Chocolate coatings, bulk cocoa powders, 
chocolate specialties, summer coatings. In Attendance:: 
J. D. Warfield, Jr.. P. M. Hersey, F, E. Nelson, R. C 
Hubbardm, C D Elliott 


WHITE-STOKES, Inc., 3615 Jasper Place, Chicago, IIl. 
Booth No, 25. Exhibit: Attractive display covering our 
line of confectionery materials together with samples of 
candies. In Attendance: J. C. Stokes, E. R. Holmes, J. A. 
Brown, E. G. Buchanan, J. W. Lawrence, H. McKenna, 
C. F. Simpson, A. Balascas, C. A. Dillon, E. G Davisson. 
J. R. Darcy. 
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Their Application in Confectionery Manutacture 


By K. E. LANGWILL 


HILE we are more or less familiar with the effects 
W obtained when colloidal materials are employed 

in the production of confections, we are not so 
familiar with the colloids themselves. The name of these 
materials serves only to set them up as a thing apart 
from crystalloids which are simply those products which 
assume a solid crystalline structure. Since colloids do 
not form definite crystals but remain more or less in a 
jelled condition, their presence, even in small quantities, 
oftentimes acts to prevent crystallization of materials 
that would otherwise tend to assume a solid crystalline 
form. As we consider the several types of colloids fa- 
miliar to the manufacturing confectioner, this fact will 
be fully exemplified. 


Colloids have two distinct uses in confectionery manu- 
facture. In the first place, their action may be that of 
retardation or even prevention of crystallization of sugar. 
In the second place they may act as emulsifying agents 
and by such action keep fat uniformly distributed 
throughout a product and prevent it from seeping through 
to the surface where it may form a thin greasy film 
which is readily oxidized. Basing our classification of 
colloids as to their use, they may then be divided into 
the water soluble and fat soluble group. 


Pectin 


Pectin may be cited as an example of a water soluble 
colloid which prevents the crystallization of sugar. In 
order to obtain a satisfactory fruit jelly which is later 
to be coated or crystallized, it is necessary to consider 
the three essential ingredients, namely, acid, pectin and 
sugar. It is possible to have a variation in the ratio of 
pectin to sugar (that is, the more sugar employed, the less 
pectin necessary) within certain limits. If there is too 
little sugar present the jelly may be tough or lumpy, 
while if too much is employed a soft sticky jelly results. 
Too much boiling will produce the same effect as too 
much sugar since pectin is broken down into pectic acid 
on prolonged heating and that has no jelling power. 
When the fruit juice to be jelled is deficient in either 
pectin or acid, this may be compensated for by the addi- 
tion of commercial pectin or tartaric acid. It has been 
found that the jelling power of pectin is dependent upon 
the concentration of hydrogen ions (pH) rather than on 
total acidity. 


Gelatin and Albumen 


Since the strength of pectin depends upon the fruit 
and the degree of ripeness of that fruit from which it is 
extracted, each manufacturer standardizes his own prod- 
uct. This standardization has been based on the jellying 
power of the pectin and the grades ranging from No. 40 
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This article should be regarded as a pre- 
liminary resume’ or preface to articles follow- 
ing later which will deal individually with 
some of the Colloids mentioned here. More 
definite details will be given in the articles 
on Starch, Gelatin, Milk, etc. 





to No. 160 are available. A No. 160 grade means that 
one pound of this powdered pectin will cause 160 pounds 
of sugar to form a satisfactory jel when the necessary 
amount of water and acid is added. 


Gelatin is the next colloid to be considered and like 
pectin swells up when water is added to it. Its colloidal 
properties are made use of in the manufacture of marsh- 
mallows. Here it is necessary to hold incorporated air 
in as small air bubbles as possible and for that reason 
good beating quality and jel strength are advantageous. 
It must be remembered, however, that excessive heat will 
break down the jelling power of gelatin. 


In determining suitability of gelatin, it is advisable 
to make up trial batches using the same percentage of 
gelatin in each case. Beating time should be recorded. 
The weight per gallon of the finished marshmallow batch 
or similar type of product will give an indication of the 
gelatin possessing superior beating quality. This infor- 
mation together with an observation of the “stand up” 
properties of the batch will serve to evaluate the relative 
efficiency and economy of the gelatins. 


Albumen is frequently employed together with gelatin 
in marshmallow whips where a softer and more liquid 
product is desired; gelatin being used for its bodying 
and setting properties and the albumen for its whipping 
and beating power. For nougats it is customary to pre- 
pare two batches, one containing most of the sugar, corn 
syrup, milk and invert which is cooked to a high tem- 
perature and the other containing small quantities of 
sugar, corn syrup and invert is cooked to a lower tem- 
perature. The albumen which may be in the form of 
fresh egg whites, previously frozén and thawed egg whites 
or dried egg whites dissolved in as little water as possible 
is whipped up and incorporated in the low cooked batch. 
The mixture is beaten to the desired volume. This whip 
is then stirred into the high cooked batch and gradually 
coagulates. In this respect gelatin and albumen are 
direct opposites of each other—high heat being necessary 
for albumen to coagulate and cold being necessary for 
gelatin to set up. 

To compare the relative beating quality of samples of 
albumen, equal weights of corn syrup and invert syrup 
may be mixed together and to this is added two per cent 
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by weight of the dried albumen dissolved in a satisfactory 
amount of water. The mixture is then beaten for a 
definite length of time. A comparison of the volumes 
obtained on individual samples will show immediately 
the albumen with the best beating power. 


Gum Arabic and Starches 


Perhaps the colloid which has been known for the 
longest time to prevent crystallation of sugar is gum 
arabic. It finds its greatest application in confections 
where the sugar content is high and the moisture is com- 
paratively low as in jujubes and pastilles. In recent years 
gums similar in appearance and consistency to those 
made with gum arabic have been produced by substitut- 
ing a thin boiling starch for the gum. This starch allows 
sufficient water to escape on boiling so that when the 
confection is cast into small suitable molds or shapes, it 
dries quickly and a hard chewy product results. 


If a starch solution is acid, upon heating and prolonged 
boiling, dextrins will be formed which likewise exert a 
colloidal action. In confectionery, however, the largest 
source of dextrin is found in corn syrup. Corn syrups 
of high dextrin content are recommended for use in 
marshmallow work since they aid in the retention of air 
and retardation or prevention of sugar crystal formation. 
The possibility of having the delicate elastic membrane 
surrounding each air bubble punctured by the sharp 
edge of a sugar crystal is lessened. In fudge, the dextrins 
contained in the corn syrup tend to retard but do not 
prevent crystallization. 


Casein 


Fudge made with milk has another colloid working in 
it to retard crystallization and that is casein. Perhaps 
casein does not rightfully fall under the heading of a 
water soluble colloid since it is insoluble in water and 
requires an alkaline medium in order to form a colloidal 
solution. However, it is generally incorporated in a 
liquid state as milk, whole, skimmed, evaporated or con- 
densed, when employed in confectionery manufacture. 
The candy manufacturer would no more consider buying 
casein in the dried form than he would buying dextrin 
in the dry form. The natural solute for these colloids is 
the logical material to employ, hence when casein is 
desired milk is incorporated and when dextrins are called 
for either corn syrup or starch which will be partially 
converted into dextrins in the cooking process are em- 
ployed. The combination of these two colloids is such 
in caramels and toffees that crystallization is prevented. 


Lecithin 


The fat soluble colloid which heads the list insofar 
as the confectioner is concerned is lecithin. Lecithin 
exhibits two different properties which increase its use- 
fulness immensely. In the first place it is hydrophilic, 
that is, it can be dispersed in water and will emulsify 
a small amount of oil in the water. In the second place 
it is hydrophobic in that, if it is dissolved in a fat, it 
will cause a small amount of water to be emulsified in the 
oil. The fat in which the lecithin is dissolved now exhibits 
a lower surface tension than before. This phenomenon is 
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illustrated quite strikingly by filling a glass with water 
and letting a drop of oil fall on it. The oil will form 
a small flat circle on the water. If as little as one-tenth 
of one per cent of lecithin is incorporated in the oil and 
a drop of this oil and lecithin mixture is put with the oil 
droplet on the water, it will immediately spread in a thin 
film over the entire top of the water. 


An application of the above principle is observed 
when lecithin is added to a chocolate coating. The 
viscosity of the coating is reduced due to the fact that 
the fat is free to spread over a larger surface area and 
thus cause a decrease in the friction between the solid 
particles of sugar and chocolate. In the same coating 
it may act as an emulsifier and grab the small amount 
of moisture present. Since moisture has a thickening 
effect upon chocolate, this would likewise result in a thin- 
ning of the coating. Upon this property depends the 
stabilizing effect of lecithin when added to a chocolate 
coating that later comes into contact with high humidity 
or actually becomes admixed with small quantities of 
water. 


The emulsifying properties of lecithin are also made 
use of in confections in which fat is to be distributed. In 
butter-brittle where a large percentage of dairy butter is 
employed, the lecithin tends to hold the fat and small 
percentage of water emulsified and prevents the fat from 
separating. Lecithin may also be used in the production 
of taffies, caramels and nougats to advantage. 


In order to check the efficiency of successive batches 
of lecithin, it is necessary to first set aside a chocolate 
coating which is known to contain no added lecithin and 
call this a “standard coating.” To this coating increasing 
percentages of a satisfactory lecithin are added until a 
minimum viscosity is reached. If this same minimum 
viscosity is obtained with the same quantity of different 
lecithins, the efficiency of the various iecithins may be 
said to be the same. Some test the efficiency with a sugar 
and fat mixture, noting the thinning effect of the lecithin, 
but we have found the use of a chocolate coating more 
satisfactory. An acetone insoluble determination will 
give a rough estimate of the relative amount of lecithin 
in the various samples. 


It is obviously impossible to cover all colloids indi- 
vidually. There are those materials which are employed 
as flavors or as an integral part in a confection batch 
which act in colloidal capAcity. For example, licorice is 
usually thought of as a flavor and color and yet it is a 
a very acceptable water soluble colloid. The same may be 
said of agar agar which is used to form certain of the 
jel types of confections. This would apply equally well 
to gum tragacanth and similar products used in the pro- 
duction of lozenges. Additions to this list might still be 
made but they would serve little purpose. The fact re- 
mains that the confectioner is more interested in an 
effect rather than in the material which causes the effect 
when such material is a satisfactory food product. It is 
believed, therefore, that the foregoing discussion will gen- 
erally cover the best known colloids whose effects when 
known will apply equally well to other water or fat 
soluble colloids as the case may be. 
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New Deals in 


TRADE MARK LEGISLATION 


By WALTER C. HUGHES 


Trade Mark Council, 
National Confectioners’ Association 


no assurance of the validity of their trade-mark 


Pies trade mark laws give trade-mark users 
rights. 


To a layman this is no doubt a startling statement, 
but to trade mark lawyers it is a well known fact. With 
possibly a few exceptions, trade-mark users have no 
positive assurance that they actually own and have the 
exclusive right to use the trade-marks which they have 
registered in the Patent Office. 


To own a thing you must have a clear title to it which 
gives you the right to use it without interference on the 
part of anyone. 


Trade-mark rights are of ancient common law origin 
and pertain to a business, or trade in connection with 
which the trade-marks are used. 


Common Law is the unwritten law that receives its 
binding force from immemorial usage, and universal 
reception and acceptance as compared with Statute Law 
enacted by legislative bodies. 


Originally all law was common law. It was the con- 
densed consensus of public opinion as to what was con- 
sidered right or wrong in matters affecting the rela- 
tions of human beings. Later it formed the basis of all 
statute law. At the present time it is recognized and 
enforced by the courts wherever it has not been super- 
ceded by statute law. 


Rights Not Secure Under Present Law 


The Trade Mark Act of 1905, as amended, in no way 
alters common law rights relative to ownership and use; 
it merely provides the legal procedure for registration 
and remedies against infringement. This Act is entirely 
inadequate to meet present-day business requirements. 
As the date indicates, it is 34 years old. We should 
build a new model trade mark law, or thoroughly revise 


the 1905 Act. 


Trade mark attorneys for many years have been well 
aware of these conditions and the necessity for the en- 
actment of a new law, but they have been unable to 
agree as to the manner in which the old law should be 
amended, or a new law drafted. Some trade mark at- 
torneys believe that the present law has worked fairly 
well and while it has many deficiencies, nevertheless, 
they are doubtful as to whether, if a general revision 
is attempted, it will ultimately prove to be any more 
satisfactory than the present law. 


Other trade mark attorneys have actively urged the 
necessity of an absolute new Federal trade mark law, 
retaining very little, if any, of the provisions of the 
1905 act. 
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Such a law would make Federal registration man- 
datory, and give the registrant the exclusive right to use 
the trade-mark throughout the United States in inter- 
state commerce. But in any event, whether a revision of 
the 1905 ‘Act, or an entirely new law is enacted, the 
protection of the trade-mark rights acquired under the 
1905 Act, and under the Common Law, should be given 
very careful consideration. Trade mark attorneys have 
finally, at least to a certain extent, reconciled their dif- 
ferent viewpoints in a new trade mark bill, H. R. 4744, 
introduced in the House of Representatives on March 
3, 1939. It is known as the Lanham Bill. 


No Rights Conferred by Registration 


The 1905 Act provides that a registration certificate 
shall remain in force for 20 years and shall be prima 
facie evidence of ownership and nothing more. In other 
words, if you have a valid title to the trade-mark, your 
registration is good for 20 years and may be renewed 
for another twenty. However, if another manufacturer 
can prove he has a better title to the trade-mark than 
you have, he can at any time file a petition to have your 
registration cancelled. Your registration will be can- 
celled if he can conclusively prove that he was the first 
to adopt and use the trade-mark in interstate commerce. 
This is always a menace to a trade-mark registrant. 


The new bill contains a provision that a registration 
certificate shall remain in force for 20 years, and can 
be renewed for a like period, and “shall be effective 
throughout the United States.” There is also a provision 
that the registrant’s rights are incontestable after the 
trade-mark has been registered five years. A one-year 
period would be preferable. Five years is too long a 
period to allow for the determination of trade-mark 
rights. This is for the purpose of giving another user 
who has not registered it and claims superior rights 
under the Common Law an opportunity to file a petition 
to cancel the registration. 


The Common Law user’s rights to an unregistered 
trade-mark are further protected, as they are under the 
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1905 Act, by giving him the privilege of filing a notice 
of opposition within 30 days after the registrant’s appli- 
cation has been published in the Official Gazette. 


What Are Goods of 
Same Descriptive Properties? 


The provision of the 1905 Act which has caused 
a great deal of litigation is: “That trade-marks which 
are identical with a registered, or known trade-mark, 
owned and in use by another, and appropriated to mer- 
chandise of the same descriptive properties * * ” shall 
not be registered. 


All foed trade-marks are registered in Class 46. The 
question whether candy, chocolate, cakes, cookies, and 
other sweet foods are “of the same descriptive proper- 
ties” frequently comes up for consideration in the Patent 
Office. (an a trade-mark used on cakes and cookies 
be registered by a baker, and the same trade-mark be 
registered for candy by a candy manufacturer? A few 
years ago the answer was “Yes”. Today it is “No”. 


The changes in the methods of retail distribution of 
various food products and the expansion and consolida- 
tion of different types of food industries have no doubt 
changed the opinions of the Patent Office officials as to 
what foods may properly be regarded as of the same 
descriptive properties. 


Generally speaking, if they are sold through the same 
medium of retail distribution, the use of the same trade- 
mark by nore than one manufacturer on goods of the 
same class, or kind, would create confusion, and should 
not be permitted. The question as to whether certain 
goods are, or are not, of the same descriptive properties, 
is left entirely to the decision of the Examiner. If the 
applicant does not agree with the Examiner’s decision, 
he may take an appeal to the Commissioner and from the 
Commissioner to the Court of Customs and Patent 


Appeals. 


In this connection the new bill contains a provision 
that the trade-mark shall not be registered if it “con- 
sists of, or comprises a mark which so resembles a trade- 
mark previously registered, or used by another as to be 
likely when applied to the goods of the applicant, to cause 
confusion, or mistake, or to deceive purchasers.” 


This would eliminate the necessity of interpreting the 
meaning of “goods of the same descriptive properties”. 
However, it would be necessary for the Examiner to 
decide whether as used on “the goods of the applicant” 
it would create confusion with the goods of the regis- 
trant. In other words, are they of the same class, or 
kind? Nevertheless, I believe this provision is prefer- 
able to the corresponding provision in the 1905 Act. 


New Kinds of Marks Registrable 


The New Trade Mark Bill contains an entirely new 
provision that service, certification, collective and as- 
sociation marks may be registered. As the names indi- 
cate, these are marks, or insignia, of some character 
used by service organizations, cooperatives, trade or 
other associations and organizations of that character, 
and states and municipalities. They are not, technically 
speaking, merchandise trade-marks. 


Nevertheless, from earliest times trade-marks have 
been used by individuals and firms in connection with 
the sale of goods, or merchandise. It would seem to 
be a logical conclusion that only such trade-marks should 
be included in a Trade Mark Act; in other words, trade- 
marks used on merchandise sold in trade for the purpose 
of indicating the source, or origin of the goods. There 
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is, however, no particular objection from the viewpoint 
of industrial trade-mark users to this provision of the 
Act. Such marks should no be designated as “trade- 
marks” they should be merely referred to as “marks”. 


Renewals Under the 1905 Act 


As previously stated, trade-marks are registered for 
a period of 20 years and may be renewed for a cor- 
responding period. The application for renewal must 
be filed within six months prior to the expiration date. 

The New Bill contains a similar provision and for the 
purpose of taking care of situations where the registrant 
through oversite neglects to file the application for re- 
newal within the period of six months, may do so 
within three months thereafter on the payment of an 
additional fee of $5.00, making the total fee for renewing 
the application $20 instead of $15. He is given three 
months extra time and penalized $5.00 for his oversight. 


Assignment Without Good Will 


The 1905 Act contains a provision that a registered 
trade-mark “shall be assignable in connection with the 
good will of the business in which the mark is used.” 
Without the “good will” the assignment does not con- 
vey a valid title to the assignee. The Federal Courts 
have been called on to decide innumerable cases in- 
volving the question as to whether the “good will” of 
the business had actually passed to the assignee with 
the assignment. 


The New Bill attempts to overcome this situation by 
providing that a registered trade-mark shall be assign- 
able either with, or without, the good will of the busi- 
ness, and is void as against the rights of third persons 
unless recorded in the Patent Office within three months 
of its date. In other words, a trade-mark could be 
sold and a valid title conveyed without also selling 
the business in which it was used. 

The inclusion of this provision was bitterly contested. 
The opposition cited the decisions of the United States 
Supreme Court in a number of leading trade-mark cases 
to the effect that a trade-mark can be validly assigned 
only “with the good will of the business”. What will 
finally be done with this provision is not predictable. 


Principal and Supplemental Register 


Another new feature of this Bill is the provision for a 
Supplemental Register. All technical trade-marks such 
as descriptive, geographical, and personal names which 
cannot be registered on the Principal Register may be 
registered on the Supplemental Register. Such marks 
may include a symbol, label, package, or configuration 
of goods. 


As to packaging insignia, I feel that registrations of 
that character will ultimately prove to be more detri- 
mental than beneficial. Packaging insignia are of in- 
finite variety and to register, classify, segregate, differ- 
entiate and separate in a manner which will avoid con- 
fusion and make the Register a practical source of ready 
information will be a huge undertaking and practically 
impossible. Registrations on the Supplemental Register 
cannot be filed in the Department of the Treasury, or 
used to stop importations. 


Registration Notice 


The 1905 Act contains a provision that the registrant 
of a trade-mark must give notice to the public by using 
the words, “Registered In The United States Patent 
Office”, or the abbreviation “Reg. U. S. Pat. Off.”. 


The New Bill contains a similar provision, and also 





THE MANUFACTURING CONFECTIONER 











permits the use of the letter “R” enclosed within a 
circle (R), if the size of the package, or article on which 
the trade-mark is used is so small as to make it im- 
practicable to use either of these two forms of notice. 


Legal Procedure 


The provisions of the New Bill relative to technical 
legal procedure are substantially the same as similar 
provisions in the 1905 Act. Hearings on this Bill were 
held on March 28th, 29th, and 30th before the Sub-Com- 
mittee on Trade Marks, of the Committee on Patents, 
of the House of Representatives. Prominent Trade Mark 
Attorneys representing practically all lines of business 
were present and submitted their suggestions and argu- 
ments. 


A careful analysis of the printed report of the hearings 
shows very clearly that the Committee has encountered 
a well nigh impossible task in attempting to recognize 
the divergent views of the attorneys who attended the 
hearings. Numerous amendments were proposed, mostly 
of a technical character, some of which were adopted. 
The Bill will be redrafted and, with the Committee’s rec- 
ommendations, will be referred to the House for final 
action. 


Compulsory State Registration 


No matter how cleverly they may be camouflaged, the 
sinister motives of the proponents of compulsory state 
legislation are clearly discernable. They are playing 
for high stakes. The same may be said of the state 
politicians who are lending their aid to introducing 
these bills in various state legislatures. Playing true 
to type, they see the possibility of greatly expanding 
state pay-rolls and revenues through a method which 
is free from the dangerous procedure of increasing the 
direct tax burden. 


In general terms, these bills, if enacted into law, 
would compel the registration of a “word, letter, device, 
emblem, stamp, ornament, imprint, brand, printed ticket, 
label, or wrapper, advertisement, engraving, slogan, etc.” 
of any character, description, or designation used in 
connection with the sale, or manufacture of any kind of 
merchandise sold in the state in which such bills have 
been introduced. 


I quote the specific provisions of the Nevada Bill. 
Similar provisions are included in the bills introduced 
in the legislatures of several states. If these bills were 
enacted into law, they would compel every candy manu- 
facturer to make a clean sweep, and register practically 
everything identified with his packaging insignia, names, 
labels, wrappers, containers, etc. used in every state in 
which he is selling his candy which had a law of this 
character. Failure to do so would make him liable to 
a fine of $100 to $500, or a jail sentence of six months, 
or both fine and imprisonment. Again I quote from 
the Nevada Bill. A pretty stiff penalty, but in line with 
certain types of legislation, both state and national, 
with which we have become familiar in recent years. 


The registration fees vary from $10 to $25 for each 
trade-mark, label, wrapper, etc. registered. If, for ex- 
ample, you have, say, 500 names, labels, wrappers, etc. 
which it would be necessary for you to register in order 
to comply with the law, at the lowest rate of $10 each, 
it would cost you $5,000 in each state where there was 
such a law, and for which you would receive no direct 


benefit. 


This type of hold-up legislation should be fought a 
finished fight. Many business organizations have en- 
tered the arena and have succeeded in defeating these 
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bills in some of the legislatures and are putting up a 
big fight to prevent favorable action on similar bills 
now pending in other legislatures. You who are mem- 
bers of such organizations should give them your un- 
qualified support in this fight. 

I appreciate the privilege of cooperating with some 
of these business organizations, notably the National 
Association of Manufacturers, in the good work that 
they are doing in preventing the enactment of this type 
of vicious legislation. 


Hawaiian Pineapple Industry 


By DR. SAMUEL BAER, President 
Blanke-Baer Extr. & Pres. Co. 


ON our recent trip to the Hawaiian Island, my wife 

and I were privileged to inspect various phases of 
the pineapple industry. It occured to me that it’ might 
interest confectioners to read a little about this. 

Through the courtesy of L. W. Jongeneel of the 
California Packing Corporation, we spent an entire day 
on several pineapple plantations, where we saw every 
detail of the growing of pineapple, the character of the 
soil, the flowers of the pineapple, the stage of the fruit 
just before it ripens, and the ripe pineapples themselves. 
Particularly delightful is it to cut a pineapple from the 
plant and eat it right on the spot. The pineapple so 
tasted is particularly refreshing and delicious. 

The pineapple has a peculiarly small root. The soil in 
the Islands is of volcanic origin and contain large 
quantities of iron oxide. Still, the pineapple cannot 
absorb the iron oxide from the soil. Instead the leaves 
are sprayed with a dilute solution of iron sulphate 
which is converted to iron oxide and which is so 
necessary for the development and production of the 
fruit. Spraying costs only about 50 cents per acre. 

We saw many thousands of acres of the pineapple 
plantations of the California Packing Company on this 
day. The following day, through the courtesy of Mr. 
Barnes and Mr. Botley, we spent at the canning plant 
of the Hawaiin Pineapple Company. We followed the 
pineapples through the plant from the cars where they 
were unloaded, to the coring, sorting, slicing, canning 
and finally, the shipping room. I have never seen a 
canning factory so thoroughly equipped for mass pro- 
duction as this one. On the day we were there, they 
were processing 700 tons of pineapples, but I am told 
they can handle 4,000 tons during peak periods, if 
necessary. 

This is how the marketing of pineapple works. All 
packers or growers turn their production over to a co- 
operative association at a definite price, each retaining an 
interest in the co-operative to the amount of the fruit he 
has turned over. The association then decides upon the 
price at which they will sell back to these individual 
growers or packers. These prices are fixed by the 
association for periods of one, two or three months. 
Often the packer or grower can buy back his stuff at a 
lower price, but it works the other way, too. Technically, 
the sellers or the owners claim they do not fix the 
price because it is not supposed that the original owners 
when they buy back from the co-operative would sell 
below cost. 

I am told that five or six factors control most of the 
industries of the Islands. I think they do a good job, 
especially in view of the mixture of population; and 
in my opinion, it would be a mistake to change this 
system. 
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What To Feature When Warm 
Weather Comes 


By GEORGE A. EDDINGTON 


Superintendent, DeMet's, Inc. 
Chicago, Illinois 


the retail manufacturing shop. Possibly that is due 

to the fact that we may have been doing such a nice 
business on our winter and early spring line of chocolates 
that we hate to disturb the picture. However, when 
the temperature begins hitting the 80’s for a short 
time on several days of the week, it is time to start 
thinking about summer and the pieces we want to 
feature during the hot months. 


[u is always hard to get a start on summer lines in 


It isn’t difficult to do a good summer business if you 
do not feature too many chocolates. You have a large 
array of different pieces to choose from in all the 
standard hard candies, and the problem is not how to 
make them, but which ones will be the right ones for 
your clientele. Fruit sticks, fruit wafers, fruit balls, etc., 
can be made almost any day even where the shop is 
not air conditioned. By sugar sanding them when they 
are still warm and putting them away in a warm dry 
place, you can keep them indefinitely. And there’s de- 
mand for this type of goods at all times during the 
summer, and it can be sold even after it has grained 
off a bit. Of course, the keeping qualities of this 
goods will depend largely upon proper doctoring. 


One genuine summer line is Newport Creams, which 
are on the style of after-dinner mints. They are clean, 
cool looking and tasting, and lend themselves to use of 
all the old-time flavors like cinnamon, cloves, sassafras, 
orange, lemon, lime, root beer, rose, vanilla, etc. Each 
one of these flavors has a distinctive appeal to anyone 
liking sweets. These creams can even be filled, by mak- 
ing a fruit fondant. However, the latter type are not 
seen much in the retail shop today and the reason for 
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George A. Eddington 


their absence is a mystery to me. Such pieces make 
for variety in your summer offerings, and can be used 
in a host of ways to make your candy cases look fresh 
and inviting and colorful. They are very fine, also, for 
spotting in your summer package assortments. 


Another good summer item is cast and cut pectin 
jelly pieces. In my opinion, the development of pectin 
has done a lot for the candy business, and particularly 
for the retail manufacturer. Pectin jellies can be cast in 
the form of fruits—orange and lemon slices, lime cubes, 
crystallized and put in trays with three or four varieties 
in each tray, making a very colorful and appetizing dis- 
play. If you are looking for something with which to 
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Early Summer Special 


Everton Toffee 


6 lb. white sugar 

6 lb. brown sugar (c) 

6 lb. corn syrup 

1 lb. (2 qt.) sweet cream (18%) 

1 lb. dairy butter 

1 lb. coconut butter 

2 lb. condensed milk. 
Cook all this together, salted and flavored with the very 
best vanilla you can get. Cook to a good firm ball, 
then pour out on slab. When the batch has cooled, cut 
it at once. Wrap the individual pieces lightly in cello- 
phane or wax paper. 

This is a tried and true formula about which there 
can be no mistake. It’s a money-getter, I’ve found, 
especially in the summer time. It can be sold for as 
little as 29 cents per pound and still make you plenty 
of profit. 





keep your candy maker busy in this comparatively slack 
time and to keep your cases full, put him to work on 
cast and cut jellies. They look cool and inviting in the 
case when they are artistically displayed. These cast 
fruit jellies, crystallized and adorned with leaves, etc. 
can also be very nicely used for “spotting” the package 
assortment and putting color into your summer boxes. 

Many retail manufacturers do not realize the variety 
and the delicious goods they can make up with pectin, 
simply because they have never done much with pectin 
candies in their shops. Too many of us believe that 
we must make chocolates our biggest feature the year 
round, when as a matter of fact, the retail shop is 
better adapted to make high-grade, fine pectin candies 
than are the big manufacturers (wholesale) who are 
supplying the bulk of this candy to the public at the 
present time. Such candy requires no extra equipment, 
it is not difficult to make, formulas are available in all 
quantities and varieties—but, of course, the featuring of 
such candies in the retail shop’s line requires a certain 
amount of forethought and planning. You don’t need to 
invent pieces; there are plenty of old-time pieces to 
work with, if you'll take the time to go over some the 
formulas you have worked with in times past. 

We should, I believe, also pay a little more attention 
to cream work in our shops in summer. Something like 
this, for instance: Centers dipped in bon bon cream, 
rolled in nuts or coconut, and then crystallized. They 
fill up the candy case with bright summery looking 
goods, and even if they don’t sell in large volume the 
minute you put them out, they do not represent a dead 
loss. They can always be stored and used later. There 
are a million pieces like this which candy makers know 
about, but have put aside or forgotten in order to 
concentrate on selling chocolates only. 

Chocolates can still be sold in good volume at this 
time of year, of course, but your own experience over 
the past years will indicate to you that people don’t go 
in for chocolates during the hot weather as they do 
during the fall, winter and early spring months. Just at 
this particular time of year there is a large variety of 
toffees which can be featured and will sell better than 
chocolates. It is also a wonder to me that the retail 
shops have not gone in more for quality bar goods. 


(Turn to page 68, please) 
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“BUNNY BAR” FEATURES 
EASTER DISPLAY AT WIEDA’S 


By ELMER G. WIEDA 


President, Wieda’s, Inc. 
Paterson, New Jersey 


TT". year for the first time (and I believe it is original 

with us) we placed in a part of our store for Easter 
display a new and unique set-up which we called our 
“bunny bar.” It consisted of a round table having a 
diameter of 10 feet, with four rows of round shelves, in 
set-back effect. Customers and visitors could walk com- 
pletley around this bar. 


The bar itself was covered with satin material which 
draped down the sides. Colored cellophane was placed 
on the shelves. This “bunny bar” held Easter moulded 
goods made only of dark chocolate. Besides the admir- 
able display created by the bar, the fact that it was round 
tended to eliminate the confusion we formerly had with 
the usual rectangular table display. 


So that we would get people acquainted with this 
“bunny bar,” we put an animated display into one of our 
windows which in itself was enough to attract the 
passers-by. Near it we placed a sign inviting them to 
come in and see the “bunny bar.” 


This animated display consisted of a very colorful 
rabbit cutout in the style of a magician. The rabbit 
held a stick above a large open egg standing on end. 
Hidden mechanism moved smaller chocolate rabbits out 
of the egg and behind the large rabbit and then down and 
out on the side on a moving horizontal table. In appear- 
ance to the onlookers outside, these little chocolate rabbits 
were coming out of the egg, down into a house, then out 
of the door, back into the egg and out of the egg once 
more. 


Without hesitation I can say that this display caught 
the eye of at least 90 per cent of the passers-by and at 
least half of them stopped to look at it. A great many 
of those who stopped were led by the sign to come in and 
investigate the “bunny bar.” We think so well of the 
window display we used this Easter that we are planning 
on using more moving items in the window in the future. 


As for the “bar” itself, I can say that in combination 
with the window display, we sold more dark chocolate 
moulded goods than ever before, and we attribute the 
increase to our unusual displays. 





“Customer's view” of the Bunny Bar featured by Wieda’s, out- 





standing retail ‘s shop in Paterson, New Jersey 
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MRS. WENZ CARRIES ON 
QUALITY TRADITION 


In 1884, Henry Wenz 
started a small confec- 
tionery factory on Eliot 
street in Boston, devoted 
exclusively to the manu- 
facture of highest quality 
chocolates, bon bons and 
wrapped caramels. Mr. 
Wenz had learned candy 
making in Vienna, Berlin, 
Paris and London and he 
brought with him to this 
country a determination 
of purpose and a grasp of 
ideals and sound methods 
and policies which are 
being carried on today by 
his widow, Mrs. Henry 
Wenz, even though her 





Mrs. Henry Wenz 
famous husband has been dead these many years. 


Shortly after opening of the original shop on Eliot 
street, the business grew to such an extent that removal 
to larger quarters became necessary. These were found 
on Harcourt street in Boston, and with the opening of 
the new plant, the company also installed machinery to 
roast and grind cocoa beans and manufacture their 
own coatings. This again proved to be a wise move, 
for the business continued to grow until in 1903 another 
move to larger quarters became necessary. In 1925, the 
company moved from this location into its own building 
especially erected for chocolate and _ confectionery 
manufacture. 


After the founder’s death, active management of the 
business was taken over by Mrs. Wenz, whose picture 
appears herewith. No shrinking violet in a business 
way, Mrs. Wenz nevertheless is extremely retiring when 
it comes to publicity about herself. So it was only after 
much cajoling and persuasion that we were able to 
obtain her consent to sit for a picture which would be 
published in THE Manuracturinc ConFECTIONER. We 
are proud to present it herewith. 


Mrs. Wenz has followed the same formula and the 
same principles laid down by her husband when he 
founded the business. And in spite of the fact that the 
company has grown considerably in its 55 years of exist- 
ence, the same unhurried, careful, painstaking attention 
to detail in every batch of candy produced character- 
izes all manufacturing processes of Wenz chocolates, 
which have become famous all over New England and 
as far south as New York City. It is interesting to 
note that the modern factory erected by the company in 
1925 was built under the personal supervision of Mrs. 


Wenz. 


This building is of fireproof construction, with up-to- 
date arrangements for sanitation, and contains heating 
and ventilation machinery of latest type. Provision for 
air conditioning in summer was made in 1925 when the 
factory was built. On the first floor are the offices, pack- 
ing, storing and shipping rooms. On the second floor, 
dipping, molding and cooling of the chocolates and other 
candies is accomplished. Cooking is done on the top, 
third, floor which also houses a recreation and rest room 
for the employees. 


As described, great attention is given to small details 
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Wherever pos- 
sible, fruit is purchased at the height of its season and 


in the manufacture of Wenz candies. 


preserved for later use in the candies. Highest qual- 
ity Mexican vanilla beans are purchased and processed 
right in the plant. Only grade A creamery butter is 
permitted to be used in Wenz formulas. 

There ‘is no hustle or bustle in the House of Wenz. 
The Colonial entrance to the building might give the 
impression that the factory and all those in it belong to 
another generation. However, here is a place where mass 
production is not known, where everyone knows his 
job, and where candy is made in an atmosphere of a 
well-regulated household. 





Statement by Andrews on 
Payment of Overtime 


Payments of overtime must be made in cash and at 
the time when the employee customarily receives his 
compensation, Administrator Elmer F. Andrews of the 
Wage and Hour Division stated recently, to clarify a 
discussion of the problem at a recent press conference. 
He said: “The Fair Labor Standards Act requires that 
the employee ‘receive compensation’ for overtime at 
one and one half times his regular rate of pay. This 
means money, not time. We have expressed the 
opinion that payment of overtime compensation must 
be made within a ‘reasonable time’ after it has been 
earned. Such ‘reasonable time’ will normally coincide 
with the pay period and, in our opinion, the circum- 
stances would be most unusual when this is not the 
case. This interpretation accords with the practical 
necessities of administration.” 





Salesmen Form Fair 
Trade Association 


Jobber salesmen and jobbers calling on the retail trade 
themselves and working out of Elgin and Aurora, 
Illinois, recently organized the Salesmen’s Fair Trade 
Association. The following officers have been elected: 
Lee Veling, president; John Munch, vice president; 
Ralph Lannon, secretary- treasurer. Regular meetings 
are being held several times a month. The purpose of 
the organization is to work co-operatively for the suc- 
cess of Fair Trade in Illinois. 





CANDY MAN’S CALENDAR 
June, 1939 


5 Annual Convention, Flavoring Extract Manu- 
facturers Association of the United States, 

Hotel Lincoln, New York City. 
5— 7 Annual Convention, National Federation of 


Sales Executives, Stock Exchange Bldg., 
Philadelphia. 
11—14 Annual Convention, National Paper Box Manu- 
facturers Association, Hotel Astor, New 
York City. 
12—16 Annual Convention, Lithographers National 
Association, Westcheseter Country Club, Rye, 
New York. 
18 Father’s Day. 


18—22 Annual Convention, Advertising Federation of 
America, Waldorf-Astoria, New York City. 
Annual Convention, National Retail Credit As- 

sociation, Palance Hotel, San Francisco. 


20—23 
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THAT REMINDS ME— 


By "“Q” 


thee being the year of World’s 
Fairs in America, I am reminded 
that, ever since my acquaintance so 
many years ago with Imré Kiralfy,— 
the master-mind behind most Exhibi- 
tions of the late nineteenth and early 
twentieth centuries, and a familiar 
figure at the Chicago Exposition of 
793, have wondered why the 
French and Americans persist in giv- 
ing the name “Exposition” to a col- 
lection of temporary buildings of 
lath and plaster, housing always 
a conglomeration of junk and its 
dealers, quacks and _ charlatans 
among an _ occasional sprinkling 
of genuine treasures of art, learn- 
ing, science and industry. What, for 
example, I used to ask, is exposed 
at these shows? But at long last, 
after all these years of bewilderment, 
comes a justification from San Fran- 
cisco; and New Yorkers should note 
that, according to my findings and 
their regulations, their ‘Whalen of a 
Show’ cannot properly be termed an 
“Exposition” at all. 


First of all, Treasure Island is a 
piece of land exposed to daylight after 
much arduous and expensive dredg- 
ing in the middle of San Francisco 
Bay, and thereby exposed to every 
other element—wind, water, mist and 
chilly fog for which the city is fa- 
mous, and, of course, occasionally to 
the sun—in an inconceivably perfect 
manner. Secondly, there is an expo- 
sition of the evil cunning behind 
automatic gambling-devices, slot-ma- 
chines and other ingenious tricks of 
the engineers’ and conjurors’ tor- 
tuous minds—a totally unjust revela- 
tion that I cannot understand since 
my goddess-wife has just won her 
second jack-pot. And thirdly—but by 
no means last since it is the hit of the 
Fair—is the exposure to throngs of 
eager sight-seers of an immense yard- 
age (compared with the length and 
breadth of the Island itself) of bare 
female torsos to which are attached 
the usual but unimportant arms and 
legs. One would imagine, to judge 


from the crowds of males that go to 
see and later expatiate upon the 
glories of the living members of the 
‘Folies Bergére’ (an otherwise ex- 


and Sally 


cellent show) Rand’s 
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‘Ranchettes’ (semi-nudes at silly 
play) and the portraits of the naked 
Stella and Gloria, that the female 
form was as unfamiliar to modern 
generations as an honest politician. 


Presumably one may make such a 
criticism without being jumped on as 
a kill-joy since the popular demon- 
stration of female nudity is called and 
advertised throughout the States of 
America “Burlesque” or even “Bur- 
lesk.” Not only is ‘burlesque’ the 
wrong word to use in such cases, but 
it reminds me that it was proved to 
be so some 2,500 years ago when 
Phryne, the famous courtesan of im- 
maculate beauty, won her case against 
the jealous wives of Athens. Phryne, 
appropriately enough in this place, 
was the model for Apelles’ famous 
painting of “The Birth of Venus’ 
which, though destroyed in Emperor 
Nero’s reign, has since endlessly in- 
spired many of the greatest artists to 
a similar theme, among whom was 
Botticelli who used his lovely mis- 
tress, Simonetta, as model for his 
charming ‘Birth of Venus’ now ex- 
hibited on loan from Italy in the 
‘Palace of Fine Arts’ on Treasure Is- 
land and never likely to be seen again 
in this country. 


The story goes that Phryne, in her 
capacity as priestess in the Temple of 
Love, was dragged to court by the 
less attractive but more virtuous 
wives of the leading Athenians on 
the charge of ‘burlesquing’ the god- 
dess Venus. She was losing her case 
before the judges when her counsel 
(Hypereides by name and incident- 
ally her lover at the time also) tore 
from her shoulders the upper part of 
her robe in a last dramatic appeal. 
A gasp of wonderment and admira- 
tion broke the silence of the court- 
room at the sheer beauty of this ex- 
position, for 


“There love, there young desire, there 
consolation dwell 

To dazzle minds of even wisest men.” 

(A free translation by “Q” from the 

original text). 


The story continues that, then and 
there (though it is not told what hap- 





pened when they got home to their 
nagging wives), the judges asserted 
that they were looking upon the god- 
dess Venus herself incarnate. And so 
the verdict, pronounced prior to 
Phryne’s complete vindication, — “A 
goddess cannot parody herself” — 
serves for all time as precedent 
against the use of the word ‘bur- 
lesque’ to describe exposure of the 
female form divine. 


* a * 


HERE is nothing new of technical 
interest to the confectioner in the 


S. F. Werld’s Fair, but, I take it, no 
confectioner will visit either Fair 
with the intention or hope of learning 
anything about his business. But, 
while it is easy to criticise adversely 
this lack of enterprise among confec- 
tioners (with a salute of exception to 
Ghirardelli), deplore the vulgarisa- 
tion of nakedness generally, which is 
only remotely comprehensible, and 
wonder at the Cambodian influence 
to be seen in the architecture (the 
reason for which I cannot tell, not 
being a San Franciscan), there is 
nothing that even an Olympian can 
say against the floral splendor of the 
gardens, mainly due, I understand, to 
the Dutch Government for their gen- 
erous contribution of bulbs, or the 
lighting of the Exposition by night, 
also by bulbs, which is unquestion- 
ably a purely American ‘tour de 
force. These things are superla- 
tively beautiful. 

This mention of good things re- 
minds me that San Francisco appears 
to be considerably more quality- 
minded in the matter of Chocolate 
than most cities in America. Such 
virtue is largely owing to the high 
standards set by the two famous 
houses of Ghirardelli and Guittard, 
the former of which is enhancing its 
reputation by representation in a 
Palace of its own at the Fair. And 
neither of these firms of high repute 
lapse from grace in the quality of 
their regular products except when 
driven to meet the horrible, low- 
priced coatings from the East, the 
only kind of coatings, solely because 
of their cheapness, that could possibly 
find a market there from 3,000 miles 
distant. 


At Blum’s, on California and Polk 
Streets, one can find, too, plain and 
chocolate-covered candies at their 
best, and those who appreciate good 
things and like sending to their 
friends presents of worth can buy 
there confections of which they can 
be proud. How few other firms, alas, 


(Turn to page 52, please) 
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WENS UNDUSTIRY'S CANDY CLINIC 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus avail- 
ing themselves of this valuable service to our subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded candies, together with the practical “pre- 
scriptions” of our clinical expert, are exclusive features of THE MANUFACTURING CONFECTIONER. 


EASTER CANDIES &MOULDED GOODS 


CODE 5A39 


Chocolate Mallow Whip Egg 
—1% ozs.—5c 


(Purchased in New Orleans, La.) 


Appearance of Egg: Good. Printed 
cellulose wrapper. 
Size: Good. 
Coating: Light. 
Color: Good. 
Gloss: None. 
Taste: Fair. 
Center: Marshmallow. 
Color: Good. 
Texture: Very tough. 
Taste: Fair. 
Remarks: Egg is not up to standard. 
Suggest marshmallow formula be 


checked up as it is not a good marsh- 
mallow. 


CODE 5B39 
Fudge Egg—2 ozs.—5c 


(Purchased in New Orleans, La.) 
Appearance of Egg: Good. But small 
looking. Inside foil wrapper, outside 
printed cellulose wrapper. 
Coating: Dark. 
Color: Good. 


Gloss: Fair. 
Taste: Good. 
Center: 


Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: This is one of the best eggs 
that the Clinic has examined this 
year. Well made and good eating. 





CODE 5C39 
Caramel Almond Bar—2 ozs.—5c 


(Purchased in a drug store, 
San Francisco, Calif.) 
Appearance of Bar: Good. Inside wrap- 
per of wax paper, outside foil wrap- 
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per printed in red and gold. 
Caramel: 
Size: Good. 
Texture: Good. 
Taste: Good. 
Almonds: Well roasted. 
Taste: Good. 
Remarks: This is a good eating cara- 
mel almond bar, well made and good 
eating. 


CODE 5D39 
Chocolate Rabbit—1¥2 ozs.—5c 


(Purchased in Cincinnati, Ohio) 

Appearance of Package: Good. Cellu- 
lose window bag printed in blue & 
yellow, 

Coating: Dark—very cheap tasting. 

Center: Vanilla cream. 

Texture: Very gritty. 
Flavor: None. 

Remarks: A very cheap piece of candy 
and not good eating. Coating did not 
have a chocolate taste. Center needs 
checking up as it was not up to 
standard. 


CODE 5E39 


Fruit and Nut Egg—2 ozs. 
—no price stated 
(Purchased in Cincinnati, Ohio) 
Appearance of Package: Good. Printed 

folding box, 
Coating: Dark. 
Color: Too dark. 
Gloss: Fair. 
Taste: Fair. 
Center: 
Color: Good. 
Texture: Good. 
Flavor: Good. 
Remarks: Center was good but coating 
is not up to standard, 


CODE 5-F39 
Pineapple Egg—2 ozs.—5c 


(Purchased in Cincinnati, Ohio) 

Appearance of Egg: Good, Inside 
wrapper of gold foil printed in blue. 
Outside wrapper of amber colored 
cellulose. 


Coating: Dark. 
Color: Good. 
Gloss: Fair. 
Taste: Fair. 

Center: 

Color: Good. 
Texture: Good, 
Flavor: Fair. 


Remarks: Suggest that any other flavor 
but pineapple be used unless the fruit 
is used; as a synthetic pineapple is 
not a good flavor to use in cream. 


CODE 5G39 
Easter Egg—'% Ib.—15c 
(Purchased in a chain candy store, 
New York, N. Y.) 
Appearance of Package: Good. Neat 


and attractive. Full telescope box 
printed in colors, Bunny scene, 


Coating: Dark. 
Color: Good. 
Gloss: Good. 
Taste: Good. 
Center: Vanilla Cream coconut. 
Color: Good. 
Texture: Good. 
Taste: Good. 


Remarks: The quality of this egg is 
outstanding. It is well made, good 
eating and neatly packed. It is a 
pleasure to examine candy of this 
kind. The best coconut egg that the 
Clinic has examined this year. 
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CODE 5-H39 
Assorted Chocolate Eggs—lIc each 
(Purchased in a 5 & 10c store, 
New York, N. Y.) 

Appearance of Egg: Good. Printed foil 
wrapper, 

Size: Good. 

Coconut: Good for a lc seller. 

Cherry: Good for a Ic seller. 

Marshmallow: Lacked flavor and was 
tough. 

Remarks: The cherry and coconut eggs 
were the best Ic sellers we examined 
this year, the marshmallow egg is 
not up to standard. 


CODE 5139 
Bonbon and Chocolate Eggs— 
5 pieces—'2 Ib.—25c 
(Purchased in a chain store, 
San Francisco, Cal.) 


Appearance of Package: Good. 
Box: White, printed in gold and black. 


Appearance of Box on Opening: Good. 
5 eggs nested in wax grass paper. 

Cream Eggs: 

Colors: Good. 
Bonbon Coating: 
Color: Good. 
Texture: Hard. 
Center: Coconut paste: very good. 
Chocolate Eggs: 
Coating: Dark. 
Color: Good. 
Gloss: Good. 
Taste: Good. 

Center: Vanilla Cream. 
Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: Quality of eggs was very 
good, well made and good eating. 
Suggest bonbon coating be checked 
up as it was a trifle hard. Center of 
Bonbon eggs was exceptionally good 
eating. 





CODE 5J39 
Tutti Frutti Cream Egg—1 oz. 


3 for 10c 


(Purchase in a 5 & 10c Store, 
San Francisco, Cal.) 
Appearance of Egg: Good. Printed foil 
wrapper. 

Size: Good. 

Coating: Dark: fair. 

Center: Not a Tutti Fruitti cream, 
more like a very cheap fudge. 

Color: fair. 

Texture: Tough. 

Taste: Very cheap. 

Remarks: Egg is not up to standard of 
this priced candy. The Clinic has ex- 
amined better eggs at 2c a piece. 


CODE 5K39 
Malpe Nut Cream Egg 
—2'% ozs.—5c 


(Purchased in a 5 & 10c store, 
San Francisco, Cal.) 
Appearance of Egg: Good. Gold foil 

wrapper. 
Size: Good. 
Coating: Dark. 

Color: Good. 

Gloss: Fair. 
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Taste: Fair. 

Center: 

Color: Good. 
Texture: Fair. 
Taste: Good. 

Remarks: Cream was gritty and tough. 
Suggest formula be checked up as 
center is not up to standard of 5c 
eggs. 


CODE 5139 


Chocolate Marshmallow Egg 
2 ozs.—5c 


(Purchased in a 5 & 10c store, 
New York, N, Y.) 
Appearance of Egg: Good, Printed 
glassine wrapper in colors, foil in 

center. 

Size: Good. 

Coating: Dark. 

Color: Good. 
Gloss: Good. 
Taste: Good. 

Center: Marshmallow. 
Color: Good. 
Texture: Tough. 
Taste: Good. 

Remarks: Bar would be good eating if 
center was tender. Suggest formula 
be checked up as marshmallow was 
entirely too tough. 


CODE 5M393 


Chocolate Easter Basket 
—about 4 ozs.—25c 


(Purchased in confectionery store, 
San Francisco, Cal.) 
Appearance of Package: Good. Basket 
is made from chocolate filled with 
green grass, small hard  candys, 
panned eggs, a small chocolate ‘rabbit 
sitting on top wrapped in amber 
cellulose, tied with lavender grass 

ribbon. 

Chocolate: 

Colors: Good. 
Gloss: None, 
Moulding: Good. 
Taste: Good. 

Remarks: Novelty is different, neat and 
attractive. Suggest a box be used to 
hold this novelty as one side of the 
basket also the small rabbit on top 
were broken when received. 








CODE 5N39 
Assorted Chocolates—1 lb.—60c 
(Sent in for Analysis No. 4361) 

Appearance of Package: Good, large 
looking box. 

Box: Two layer, extension type, white 
embossed paper printed blue seal in 
the center. Tied with a blue cord & 
tassel, cellulose wrapper, 

Appearance of Box on Opening: Fair— 
See Remarks. 

Number of Pieces: 43 pieces. 

Coating: Dark. 

Color: Good. 
Gloss: Good. 
Stiings: Fair. 

Taste: Good. 

Centers: 

Filbert Clusters: Good. 
Vanilla Caramel: Good. 
Brazil Nuts: Good. 

Chocolate Fudge: Good. 


Vanilla Creams: Good. 
Maple Creams: Flavor too strong. 
Vanilla Coconut Cream: Good. 
Vanilla Buttercream: Good. 
Pink Cream: Could not 
flavor. 
Chips: Good. 
Assortment: See Remarks. 
Remarks: Suggest that box be made 
smaller also less in height as the 
candy was scratched and a number 
of pieces had turned over. 

Quality of candy is good but assort- 
ment is not up to standard. Box 
contained too many creams. Suggest 
the following pieces be added—nou- 
gatines, marshallow, a good jelly 
piece or two, hard nut taffies or 
brittles, a fig or fruit piece. Cut the 
creams down to about 40% of the 
assortment. 

Box is good looking but will not be 
a good seller unless the assortment 
is improved. 


identify 


CODE 5039 
Easter Basket—'2 oz.—5c 
(Purchased in a 5 & 10c store, 
New York, N. Y.) 
Appearance of Package: Good. Chip 
board basket filled with cut purple 
wax paper and contained— 
1 Chocolatae rabbit 
2 cream rabbits 
3 Marshmallow eggs 
2 Jelly beans. 
Quality of candy was fair, 
Remarks: When we try to figure the 
profit on an article like this we won- 
der how this manufacturer stays in 
business. 


CODE 5P39 
Easter Family Box—3'2 ozs.—10c 
(Purchased in a 5 & 10c store, 
New York, N. Y.) 


Appearance of Package: Good at this 
price. Folding box printed in purple 
& yellow, 6 cellulose windows, con- 
tained 6 light chocolate Hollow 
chicks & rabbits. 

Coating: 

Color: Good. 
Gloss: Fair. 
Moulding: Good. 
Taste: Very cheap. 

Reniarks: This novelty is cheaply 
priced at 10c. The Clinic wonders 
how it is possible for the manu- 
facturer to make a living profit, re- 
gardless of the quality. 


CODE 5Q39 


Summer Assortment—1 lb. 
—no price stated 
(Sent in for Analysis No. 4359) 

Appearance of Package: Good. 

Box: One layer, silver metallic paper 
top prinied in green, black & white, 
water scene with swans. 

Appearance of Package on Opening: 
Good. 

Assortment: 

Gum Drops: Color good, Texture 
good, Flavor good. 
Cellulose wrapped Nougat: Coagor 
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good, Texture good, Taste good. 
Orange Jellies, white center: Color 
good, Texture good, Flavor good. 
Coconut Bonbons: Color good, Tex- 
ture good, Flavor good. 
Center: Coconut paste: Color good, 
Texture good, Taste good. 
Vanilla Caramels, cellulose wrappers: 
Color good, Texture good, Flavor 
good. 
Remarks: A good looking summer box. 
Candies are well made and good eat- 
ing. Box should sell for 39c to 44c. 


CODE 5R39 
Egg-Nog Egg—2'2 ozs.—5c 
(Purchased in New Orleans, La.) 
Appearance of Egg: Good. Printed 
glassine wrapper, foil back. 
Coating: Dark. 
Color: Good. 





Gloss: Good. 
Taste: Fair, 
Center: 


Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: Coating is not up to the 
standard used in 5c numbers of this 
kind. Suggest a better coating be 
used and egg made smaller. 





CODE 5839 
Chocolate Eggs—10c a dozen 
(Purchased in a drug store, 
Chicago, IIl. 

Appearance of Package: Good. Very 
large looking. Full size egg crate 
printed in blue, pink and green bunny 

scene. 

Coating: Dark. Good. 

Color: Good. 
Gloss: None. 
Taste: Fair. 

Centers: Marshmallow. 
Color: Good, 
Texture: Good. 
Taste: Fair. 

Remarks: Coating is of the cheapest 
kind and centers lacked flavors of 
course, too much cannot be expected 
at 10c for this package. 


SWEDEN 
CODE 5T39 
Prune Chocolate Bar— 
About 1% ozs. 
(No price stated) 
Apricot Chocolate Bar 
About 1% ozs. 
(No price stated) 
Grape Chocolate Bar 
About 1% ozs. 
(No price stated) 
(Sent in for Analysis No. 4349) 
Appearance of Bars: Good. Inside 
wrapper of foil, outside band of pa- 
per printed in colors. 
Chocolate: Dark. 
Color: Good, 
Gloss: Good. 
Moulding: Very good. 
Taste: Good. 
Centers: 
Apricot jelly: Very good. 
Prune jelly: Very good. 
Grape jelly: Very good. 
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Remarks: Chocolate was of the best; 
had a good chocolate taste and was 
well finished. Centers were well made 
and good eating. These bars would 
retail for about 2 or 3c in the U. S. A. 


CODE 5U39 
Nabisco Bar 
(No price given) 
(Sent in for Analysis No. 4356) 

Appearance of Bar: Good. Inside foil 
wrapper. Paper band printed in gold 
and red outside wrapper of cellulose. 

Coating: Entirely too thin, 

Center: Nabisco crackers. 

Texture: Good. 
Taste: Good. 

Remarks: One of the best nabisco 
crackers that the Clinic has ever ex- 
amined. Chocolate coating should be 
thicker, coating was so thin it could 
not be tasted. Bar would sell for 
10c in the U. S. A, 


CODE 5V39 
Chocolate Raisin Bar 
(No price given) 
(Sent for Analysis No. 4357) 

Appearance of Bar: Good. Printed 
cellulose wrapper. 

Chocolate: Dark. 

Color: Dark, 
Gloss: Good. 
Texture: Good. 
Taste: Fair. 
Raisens: Good. 

Remarks: Bar contained something else 
besides raisins, something dry and 
hard which ruined the eating qual- 
ities of the bar. Bar would sell if 
made better for 5c in the U. S. A. 


CODE 5W39 
Eucalyptus Drops—Price 25 Ore 
(Sent in for Analysis No. 4358) 
Appearance of Package: Very cheap 
looking. Brown glassine bag printed 
in dark blue, scene of nurse and 

doctor. 

These tablets would be sold in a 
drug store in the U. S, A. Tablets 
had a very strong medicated taste and 
the Clinic does not think these tab- 
lets would sell in the U. S. A. 

Remarks: No doubt, these tablets are 
cough drops or a remedy for colds 
and sore throats. There aren’t any 
cough drops or cold tablets in the 
U. S, A. that could be compared with 
these tablets. Cough tablets are far 
superior to these and are packed in 
neat and attractive boxes, not bags, 
retailing at 5 & 10c for the same 
ainount this bag contained. 


CODE 5X39 
Chocolate Bar—About 1’ ozs. 
—no price given 
(Sent in for Analysis No. 4348 
Appearance of Bar: Good. Good for a 
5c seller. Inside wrapper of foil, out- 
side band of gold paper printed in 
red & black, 
Bar is a chocolate bar filled with a 
chocolate paste. 
Chocolate: 
Color: Good. 
Gloss: Good. 





Moulding: Very good. 
Taste: Good. 
Center: Chocolate paste, 
Color: Good. 
Texture: Good. 
Taste: Had a slight rancid taste. 
Remarks: This is a neat and attractive 
looking chocolate bar. Suggest choco- 
late paste center be checked up as 
it did not have a good taste. 





CODE 5yY39 
Chocolate Nabisco Cracker Bar 
(No price or weight given) 
(Sent in for Analysis No. 4360) 
Appearance of Bar: Good—about 2 ozs, 

Size: Good. 

Wrapper: Inside foil wrapper printed 
red, outside wrapper of cellulose. 

Coating: Light. 





Color: Good. 
Gloss: None. 
Taste: Good. 


Center: Chocolate Nabisco cracker, 
Texture: Good. 

Taste: Good. 

Remarks: Cracker is exceptionally well 
made and good eating. The Clinic has 
examined a number of nabisco 
cracker bars made in the U. S. A. but 
none were as good as the crackers 
made in Sweden, 





CODE 5Z39 
Assorted Tatfies 
4 separate bundles wrapped in wax 
paper, outside bands printed in bright 
colors, outside wrapper of cellulose. 
(No address or price given) 
(Sent in for Analysis No. 4350) 

Texture: Fair. 

Flavors: Fair. Some of the pieces 
were grained. 

Remarks: This package would sell for 
5c in the USA as quality was only 
fair. Suggest that pieces be cooked 
softer, 


CODE 5AA39 
Fig & Nabisco Crackers Coated 
with Chocolate 
(No address or price given) 

(Sent in for Analysis No. 4351) 
Plain cellulose wrapper, gold paper 
band printed in red & blue. 

Coating: Entirely too thin. 
Center: Fig jelly. Good. 

Crackers: Good. 

Remarks: This is a good eating bar but 
small for a 5c seller in the U. S. A. 
Suggest coating be much thicker. 


CODE 5BB39 
Milk Chocolate Bar 
(No address or price given) 
(Sent in for Analysis No. 4352) 
Appearance of Bar: Cheap looking. In- 
side wrapper of glassine paper, out- 
side wrapper printed in red, Farm 
scene. 
Chocolate: 
Color: Good. 
Texture: Good, 
Gloss: Good. 
Taste: Good. 
Remarks: Chocolate had a good milk 
taste and was well refined, would sell 
in the states for 2 or 3c. 
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WHERE READERS SPEAK THEIR VIEWS AND QUESTIONS ARE ANSWERED 





Glycerine 

We have read with much interest the article “New Uses for 
Glycerine” published in your December, 1938, issue under the 
authorship of Georgia Leffingwell and M. A. Lesser. 

We have found that this article has been abstracted and re- 
corded in “Chemical Abstracts” where anyone throughout the 
world whe has access to this publication will be led to the 
article in your magazine. That reference is in “Chemical 
Abstracts,” Vol. 33, 1406-2. We feel, however, that there is a 
misleading statement in the article, namely, that glycerine may 
be used in chocolate coating to make it thinner. I am quoting 
the paragraphs that point this out. (December 1938, page 19, pps. 
3 & 4, Column 2.) 


When reading these paragraphs, I could not recall at any 
time in my 12 years of experience in confectionery and 
chocolate manufacture where glycerine was ever used to thin 
chocolate coating either for hand dipping or machine dipping. 
However, I called several confectionery manufacturers and asked 
them if they knew anyone using glycerine in chocolate coatings, 
and they could not recall ever having heard of coatings being 
thinned with glycerine, and their experiences had been in two 
different parts of the country over a much longer period of time 
than mine. 

I then had a set of experiments carried out to indicate the 
effects that glycerine has on a pure sweet chocolate coating. The 
first few drops of glycerine caused a rise of 75 degrees Mac- 
Michael in viscosity. One-tenth of one percent glycerine caused 
a rise of 250 degrees MacMichael. Two-tenths per cent glycerine 
caused a rise of 450 degrees M.; five-tenths per cent more than 
doubled the viscosity of the original piece (the actual rise was 
750 degrees M.) and one percent added glycerine gave a paste 
which was so thick even after thorough mixing that it was im- 
possible to determine the viscosity as it was no longer fluid. 
This experiment was carried out with fresh glycerine. 

Glycerine is known to absorb moisture from the air on humid 
days and precautions were taken to prevent the absorption of 
moisture. We should like you to pass this letter on to the 
authors so that they may check this point if they wish. After 
they have been able to investigate their sources of information 
more thoroughly, it is quite likely that a correction will be 
forthcoming. We feel that in all fairness to chocolate manu- 
facturers and confectionery manufacturers who may refer to 
this article, that this particular item be correctly presented. 


We might also point out that glycerine has no place in 
chocolate, and it would be recognized as an adulterant if it 
were introduced. Although glycerine has a great many uses, 
we would say that it has no place in chocolate for the purpose 
of making thin coating. 

(Signed) W. Tresper Clark, Chief Chemist 
Rockwood & Company 
Brooklyn, New York 





Reply: I delayed somewhat in writing on the question as to the 
use of glycerine for thinning chocolate, for when I talked with our 
food consultant on it, she wanted time to check back over her find- 
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ings. She tells me that her own work, while it is of course carried 
on in small quantity proportions for home use, definitely bears 
out the statement made in the article. 

Mr. Lesser, our consultant chemist, checked back with the 
manufacturer from whom he initially got the information, to- 
gether with other manufacturers who confirmed the usage. He 
also has given me the following sources which show that 
glycerine is used in chocolate manufacture: Darke, W. F. Lewis, 
E. (Chem. and Ind. (London), 47, 1073, 1928) state that 
“glycerine is used as a sweetening and moistening agent in 
chocolate.” Further, Lawrie, J. W. (“Glycerine and the Gly- 
cols,” Reinhold Publ. Co., New York, 1928, Chapter XI. The 
Commercial Utilization of Glycerol lists “chocolates” as one of 
the products in the manufacture of which glycerine is used. 

The manufacturer who was quoted in the article does not 
wish to have his name used, inasmuch as he feels that in- 
formation as to his special methods of production are more or 
less in the nature of “trade secrets.” Our food consultant, 
Helen Gwetholyn Rees, tells me, however, that her findings in 
developing chocolate recipes in the test kitchen consistently bear 
out the statement made in the article. While in her work, of 
course, she deals with recipes in proportions for home use, the 
principles would remain the same. 

(Signed) Georgia Leffingwell, Ph. D. 
New York, N. Y. 


We think there has been some misunderstanding about 
the use of “glycerine in chocolate.” In Dr. Leffingwell’s 
reply it should be noted that her quotations from various 
sources imply that glycerine has been used in “choc- 
olates,” which in Europe mean chocolate coated candies. 
We think this must be so because in one of her references, 
“Glycerine is used as a sweetening and moistening agent 
in chocolate”, there is a clear indication that “chocolates” 
and not chocolate, was intended since any moistening 
agent is thoroughly undesirable in straight chocolate, 
whether it is coatings or otherwise.—Editor. 


DEHUMIDIFIER 


We are much interested in the article in your March issue con- 
cerning the gas-fired dehumidifier being used in the plant of 
Edgar P. Lewis & Sons, Malden, Mass. If you will give us the 
information as to who installed these units, it would be much 
appreciated.—E. D., Indiana. 


Reply: We are forwarding to you the name of the manu- 
facturer of the unit, under whose supervision the unit was in- 
stalled. It may interest you to know that we have had four or 
five inquiries similar to yours since the article appeared, one of 
these inquiries coming from South America. 





THE MANUFACTURING CONFECTIONER 











bout 
vell’s 
‘ious 
hoc- 
dies. 
aces, 
gent 
ites” 
ning 
late, 








Do some thinking with a pencil 


Complete, every-day coverage of the important 
candy buyers need not cost you a million 


HEN you are considering ways and 
means of reaching with a message 
those why buy and sell your goods, do 
you ever figure out HOW MUCH this can 


cost you? ... or HOW LITTLE? 


It’s the HOW LITTLE that we're con- 
cerned with here, for the Confectionery 
Buyer’s Directory offers you the most eco- 
nomical means for reaching these distributors. 


Take your pencil in hand and figure it 
out for yourself. There are over 9,000 
Regular Users of the Directory. A one- 
page advertisement costs you $112.50 ($15 
extra for color). One hundred twelve dol- 
lars for an entire year’s advertising. That 
means, you spend exactly 8/10 cent on 


for May, 1939 


each Directory user just once a year. 


There are 365 days and 52 weeks in the 
year. At $112.50 per page, you spend just 
31 cents per day, or $2.17 per week to 
cover 9,000 customers or potential custo- 
mers, not just once, but as often as they 
pick up the Directory to look for an ad- 
dress or a name. If you contacted these 
9,000 Buyers with a penny postcard just 
once a year, that alone would cost you 
$90 for the cards, without imprinting, ad- 
dressing, handling, etc. Yet a full year’s 
advertising can be bought in the Directory 
for only slightly more than that. 


Never think for a moment that these 
Directory Users don’t see your advertise- 


ment. In 365 days of constant use they get 
plenty of chance to look around in the 
book. As the only publication which tells 
jobbers and large retail buyers who you 
are, where you are and what you make, the 
Directory should be a must item on your 
sales and advertising budget. 


RESERVE SPACE NOW 


THE 
CONFECTIONERY 
BUYER 


Directory of 
Confectionery Manufacturers 


400 W. Madison St. Chicago, Ill. 
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THAT REMINDS ME — 
(Continued from page 45) 


can fairly boast with such self-pride 
and have their opinion endorsed by 
critical visitors! 


* * * 


ND that reminds me that, now 

that we have at last got to talking 
intelligently about Candy, “Quick 
Fudge Mix”—advertised in color by 
The Junket Company, on the back 
page of the Official Exposition Guides 
in both S. F. and New York—is one 
of the up-and-coming items that will 
have to be watched. 

“Quick Fudge Mix” is the brain- 
child of two delightful and successful 
gentlemen in the confectionery busi- 
ness in San Francisco —hence its 
mention here. The housewife, sick 
to death of a lot of local shop-trash, 
will find it very useful in a dozen 
ways, for it makes better fudge in 
the home than that purchaseable in 
the majority of stores, as well as ex- 
cellent cake-icings and whatnot. Bak- 
ers and confectioners will have to 
look to their laurels if this trend 
toward home candy-making is not to 
assume dangerous proportions for 
them. 





- will gladly cooperate with you in 


Our Technical Service Department 


The boosting of such a product 
as “Quick Fudge Mix” here must be 
considered exceptional. Firstly, be- 
cause I happen to know someone 
who makes “The Perfect Fudge’ from 
a superlatively good formula by the 
longer process, samples of which 
occasionally — too infrequently, but 
most courteously—come to ‘Q,’ some 
prejudice might have been expected. 
Secondly, because I am no lover of 
“quick” processes of any kind, since 
I have never known one yet to pro- 
duce the best of anything, my opinion 
might have been adverse. But I can 
see the virtues of the “Quick Fudge 
Mix” as made by ‘The Junket Com- 
pany, and I can see blessings being 
showered upon the inventors’ heads 
by housewives, and, perhaps, a monu- 
ment paradoxically erected to this 
achievement of the labour-savers as 
soon as Government can get around 
to a new W. P. A. allotment, for 
S. F. is already stiff with buildings 
raised by these means. Even if I 
still am not convinced that the fudge 
made from their product and recipe 
can ever equal my (or his or her) 
“Perfect Fudge,” I can at least give 
credit where credit is due for a 
darned good attempt to reach second 
best. 








Feito BUTTER FLAVORS 


HIGH GRADE and 
RANCID PROOF 
Emulsion “A” $5.90 per gal. 

Liquid “B”’ $5.40 “ “ 
F. 0. B., any point in U. S. A. 


THE FERBO CO. 


MADISON, N. J. 











Official Bulletin 


of the 
International 
for 

Cocoa and Chocolate 


69 rue Ducale 
Brussels, Belgium 


Office 





Annual Subscription 
30 belgas 








working out formulas and giving 


information regarding our products 


CERELOSE (PURE DEXTROSE SUGAR) 


CONFECTIONERS’ STARCHES 


CORN PRODUCTS 


17 BATTERY PLACE ~~ 
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Please write 





QUALITY CORN SYRUPS 





SALES COMPANY 


NEW YORK CITY 
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YOUR TUNNELS NEED 
BURMAK GLAZED BELTS 
FOR GOOD BOTTOMS - 
WE GOT ‘EM ~ BLACK 
OR WHITE 


THESE FEED BELTS ANO 
TREATED BOTTOMER BELTS 
RUN TWICE AS LONG - 
yOu CANT BEAT'EM 


AT ANY PRICE 









@ 
\ 
~ BURRELL THIN-TEX CRACK-LESS 


Preview! 


At Booth 61, Confectionery Industries Exposition, a NEW BELT —thin as paper — which produces 
smooth, high-gloss finish bottoms. 


The SUPERB QUALITY of BURMAK CRACK-LESS that has set the standard for cooling tunnel 
belts. 


Ask to see this remarkable belt -PAPER THIN — PAPER FINISH — DURABILITY —all in 
one belt. Yet, this is NOT a paper belt. Once you've seen it, you'll never go back to paper belts. 


Don’t Buy Just Another Belt——-BUY PERFORMANCE 
QUALITY BELTS SINCE 1913 


BURRELL BELTING CO. 401 So. Hermitage Av. Chicago 








America’s No. 1" 


OIL OF ORANGE 


Compare this orange oil with any Orange, U.S.P. is in such great de- 
high grade oil and you will know mand. Ask our jobbers for sample 
why Exchange Cold Pressed Oil of and compare quality and price. 


econ YA 
o%l= oe 


COLO PRESSED, U.S.F, 











Sold to the American market exclusively through: 
FRITZSCHE BROTHERS, INC. DODGE & OLCOTT COMPANY 
76 NINTH AVENUE, NEW YORK CITY . 180 VARICK STREET, NEW YORK CITY 


Distributors for: California Fruit Growers Exchange, Products Department, Ontario, California 
Producing Plant: The Exchange Orange Products Company, Ontario, California 
Coos. 1939, Products Dept., California Fruit Growers Exchange 
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- BESIDES 
AIR CONDITIONING IS 
ALL THE SAME—/ 









~—YES, THAT'S WHAT 
) THOUGHT BEFORE | 
TALKED TO AN 

ECONOMY ENGINEER- 
HE NOT ONLY TOLD ME THE 
DIFFERENCE, BUT OUR 

ECONOMY INSTALLATION 
HAS PROVED EVERY- 
THING HE SAID— 
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Yes Sir, there are units 
), available to do almost 
ii SS anything imaginable with 
N ! air, but the efficient and 
economical application of air conditioning to candy 
manufacture demands accurate knowledge of the 
many critical requirements. 





This is knowledge Economy Engineers have acquired 
through many years’ specialization in air conditioning 
for confectionery manufacturers. They not only know 
the critical air conditioning needs of every type of 
piece, but have developed specialized equipment to 
meet them efficiently. 


Whatever your air conditioning needs, let us survey 
your plant and present FACTS and FIGURES on an 
Economy unit designed especially to meet YOUR 
requirements economically. Just write or phone for 
prompt attention. 


223 North 


152 W. 42nd § 


BAKERS SERVICE, INC 
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SCHNERING RESIGNS 
CAMPAIGN CHAIRMANSHIP 


Otto Schnering, president of the Curtis Candy Com- 
pany, Chicago, who has acted as chairman of the National 
Confectioners Association’s Merchandising-Advertising 
Committee since the naming of that committee early in 
1937, resigned that position in April. Announcement of 
his resignation was made in the form of a letter addressed 


to all the publications covering the confectionery 
industry. 
Said Mr. Schnering’s letter: “This decision was 


reached only after I had given the matter serious con- 
sideration from every aspect. I have concluded that the 
groundwork of the campaign has been completed and 
that we have accomplished many things of substantial 
benefit to the Industry. Now I feel the time has come 
where it is desirable to turn direction of the campaign 
over to others who will provide a fresh viewpoint and 
new impetus to the job ahead.” 

Mr. Schnering also indicated his intention of con- 
tinuing to co-operate with the campaign. Without ques- 
tion, the campaign undertaken and conducted under the 
direction of Mr. Schnering and his Merchandising-Ad- 
vertising Committee is the most outstanding piece of 
publicity and public relations work ever attempted by 
this Industry. Its success can be measured in terms of 
the millions of stickers and signs carrying the slogan 
“Candy is delicious food—enjoy some every day” 
which may be seen in every part of the country today. 
It is variously estimated that the value of the publicity 
obtained for the Industry through the activity of its 
merchandising-advertising committee would run some- 
where between five hundred million and a _ billion 


dollars. 


NEW YORK ASSOCIATION 
RE-ELECTS HOROWITZ 


Albert Horowitz, Up-To-Date Candy Manufacturing 
Company, was re-elected president of the Association of 
Manufacturers of Confectionery and Chocolate of the 
State of New York, at the annual meeting of that group 
at the Hotel Pennsylvania, April 27. Herman L. Hoops 
was re-elected vice president, and William C. Kimberly 
was re-elected secretary-treasurcr. George Zahm is 
counsel. 

William Heide heads the association’s executive com- 
mittee, which includes also, Wallace Jones, Rockwood 
& Co., Brooklyn; D. D. Sanford, National Licorice Co., 
Brooklyn; C. S. Allen, C. S. Allen Corp., Brooklyn; 
Charles F. Haug, Mason, Au and Magenheimer, Brook- 
lyn; F. B. Williams, Fair Play Caramels, Inc., Middle- 
town; Frank Kobak, Metro Chocolate Co., Brooklyn; 
and Bernard D. Rubin, Sweets Company of America, 
Hoboken, N. J. 

William J. McDonald, Pecheur Lozenge Co., Brooklyn 
is chairman of the membership committee, which also 
includes David P. O’Connor, Penick & Ford, Ltd., Inc., 
and Robert Bergen, F. Bischoff, Inc. 

William Heide also heads the legislative committee, 
which includes George LeSauvage, Frank G. Shattuck 
Co., and Adolph Radnitzer, Loft, Inc. 


August E. Glister and Abraham Lowenhaupt were 
recently elected to the Board of Directors of the National 
Candy Co., St. Louis, to succeed G. T. Peckham, who 
resigned in January, and A. J. Walter, vice president, 
who died in December, respectively. 
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DULCIVAN 


* 






Improve the flavor of your coatings, 
bar chocolate, cocoa, etc. Dulcivan, 
when used with cocoa and vanillin, 


enhances the full richness of flavor. 


The cost of Dulcivan is neglible 


3¢ to 100 pounds of chocolate. 


Send for a sample 


PFIZER 
QUALITY 


TARTARIC ACID 


POWDERED CRYSTAL 


CITRIC ACID 


GRANULAR 


SODIUM CITRATE 


GRANULAF 


POL CRYSTAL 








CHAS. PFIZER & CO.,n¢ 


81 MAIDEN LANE, NEW YORK, N.¥. 
444 W.GRAND AVE., CHICAGO, ILL. 











CONFECTIONERS’ BRIEFS 





Warner Candy Manufacturing Co., Weatherly, Pa., 
recently decided to change back to its original name of 
Alien Candy Manufacturing Co. An application for a 
new charter was immediately authorized. Following are 
the officers of the company: B. W. Druckenmiller, 
president and treasurer; Dr. W. P. Long, vice president; 
Harold Fortwangler, general manager; Marshall Win- 
ters, secretary; and Alice Knight, New York, assistant 
secretary and assistant treasurer. 





Harold S. Clark has been elected president of the D. 
L. Clark Company, Pittsburgh, Pa. He succeeds his late 
father, founder of the company. In addition, he will 
serve as general manager of the company. Alan 
F. Clark was made president and general manager 
of the Clark Bros. Chewing Gum Co., the chew- 
ing gum division of the company. Other officers 
of the candy company include: David L. Clark, Jr., vice 
president; Charles T. Clark, treasurer, and E. O. Long, 
secretary. Other officers of the chewing gum company 
include: J. L. Clark, treasurer and G. A. Danner, 
secretary. 





Harry Gilson, president of the Washburn Candy Co., 
Brockton, Mass., has bought the Phoebe Phelps Caramel 
Co., Boston, Mass., the firm to be known hereafter as 


the Phoebe Phelps Caramel Corp. 





Hearings on the plan for the reorganization of Huy- 
ler’s of Delaware, Inc., were held on May 5. Under 
the Huyler plan, all of the interest of the present com- 
pany in Huyler’s Luncheonettes of Delaware, Inc., were 
to be transferred to the Schulte Retail Stores Corp., and 
the claim of D. A. Schulte, Inc., for $550, was to be 
expunged. 





Leonard Candies have moved from 122 north Lehigh 
Ave., to their new location at 7 North Union Avenue, 


Cranford, N. J. 





Fire which broke out recently in the factory of the 
Royal Candy Co., Joplin, Mo., threatened for a time 
to destroy the entire two-story building and its con- 
tents. Sam Bussoff is the owner. Only about 10% 
insurance coverage was carried. 





Candy Corporation of America has absorbed the 
business of the Bonomo Candy and Nut Corporation and 


Old Colonial Chocolate Company, Brooklyn, N. Y. 





Hardest hit in the tornado which swept across 
Hutchinson, Kansas, on Easter Day was the plant of 
the Richards-Scheble Candy Co. Part of the roof of 
the plant was removed, a portion of one wall damaged, 
and the sprinkler system set off by the wreckage, caus- 
ing considerable damage from water to the sugar and 
candy stocks. 





Julia King Candy Co., Chicago, has moved from 212 
West Hubbard St. to a new location at 1014 West 
Congress street. The company will occupy six floors of 
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the building, which was vacated by the confectionery 
division of the Kraft-Phenix Cheese Corp., when that 
firm moved to its new quarters at 500 Peshtigo court, 
Chicago. 





New officers of the Consolidated Biscuit Co., Chicago, 
are: E. F. Chambless, former sales manager of the Thin- 
shell division, general manager; and Charles W. 
Williams, former sales and advertising manager of Mid- 
land Bakeries, sales manager of the Thinshell division. 





Sweets Company of America have begun a program 
of advertising expansion with the addition of Radio 
Station WLW, Cincinnati, to their network on the Mutual 
Broadcasting system. The company sponsors the Smilin’ 
Jack serial, which is a take-off on the popular comic 
strip feature of the same name, with a special appeal 
for children. 





Loft, Inc., New York, excluding its Pepsi-Cola earn- 
ings showed a net loss for the first quarter of this year 
of $393,734, as compared with a loss of $195,545 for 
the same period in 1938. 





Pasquale Margarella, chocolate manufacturer, recently 
filed suit in the New York supreme court against Lamont, 
Corliss & Co., and its subsidiary, Peter Cailler Kohler 
Swiss Chocolate Co., charging unfair competition and 
seeking to restrain the defendants from selling chocolates 
under the trade name “New York World’s Fair 1939.” 
Mr. Margerella claims to have registered the trade name 
“World’s Fair Brand” in 1912. At this writing, no 
answer has been filed. 





T. J. Foley, formerly with the Curtiss Candy Co., 
Chicago, is the new director of sales for Frank Fehr 
Brewing Co., Louisville, Ky. 





The second food technology conference will be held at 
Cambridge, Mass., under auspices of Massachusetts 
Institute of Technology, from June 28 to July 1, it was 
announced recently. Outstanding authorities in food in- 
dustries and food research laboratories of the U. S., 
Canada and possibly other countries are included among 
the speakers who will take part in the program. Guest 
speakers expected to make the keynote addresses for 
each day’s sessions include: Clarence Francis, president 
of General Foods; Dr. H. A. Baker, president of the 
Amercian Can Co.; President K. T. Kompton of M.I.T.; 
J. L. Kraft, Kraft-Phenix Cheese Co.; Dr. O. E. Baker, 
U. S. Department of Agriculture, and Prof. W. V. 
Cruess of the University of California. It is expected 
attendance will be well over the 600 mark reached 
last year. 


S.W.C.A. Holds Meet 
In July At Chattanooga 

The Southern Wholesale Confectioners Association 
will hold its annual convention at the Hotel Read, Chat- 
tanooga, Tenn., July 27, 28 and 29, according to an an- 
nouncement by President Howard Hanby. Originally 
scheduled for Memphis, a change was made in the meet- 
ing place upon a majority vote of the association’s 
board of directors. The date of the convention this year 
was also set back into the fourth week of July in order 
to accomodate the Southern Salesmen’s Candy Club. 
A more detailed outline of the program will appear in 
our June issue. 
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ACME Tilting Mixer | 








2537 Maypole Ave. Chicago, Illinois 






MODEL A-2 


40, 50 and 60 gal- 
lon sizes. Agitator 
revolves in one di- 
rection, paddles in 
another. Agitator 
rests on ball bear- 
ing. Seams brazed, 
or seamless copper 
shells. 


Whether it is for nougat, caramel, fudge, or any 

batch that will pour, this tilting mixer will give 

efficient and long service. It is tested for 200 |b. 

cold water pressure. Can be run with tight or 
loose pulleys, or direct drive. 


We manufacture Kettles, Tanks and Coils 
of Copper, Steel and Non-Ferrous Metals 


ACME COPPERSMITHING CO. 
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ITHETICS 


Leonardo 
Vinei 


MESSINA OIL OF 
LEMON, U.S.P. 


A fine quality product widely 
known for its delicious flavor, 
purity, uniformity. Protected 
by our registered brand name, 
“Leonardo Vinci.”” Repacked in 
l-lb. containers as shown, to 
insure absolute fresh when 
ued by buyers of small quanti- 
ties. 
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Ask for Samples... 


Sent on request, our generous samples 
speak for themselves. Quotations cheer- 
fully submitted on your requirements. 


STANDARD S¥NTHETICS CO 


39 West 32nd. Street, New York. N. Y. 
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Coneching Time Reduced By 


60% 









the new il sin. Or 
LEHMANN DISC CONCHE... 


H ERE is a new aid to economy in the making of choco- 
late, two efficient units combined. It produces the same 
taste development in chocolate in 24 hours as is obtained 
in upwards of 72 hours of conching by older-type ma- 
chines, and it turns out this better grade of chocolate with 
notable economies in cocoa butter. 

Highest flexibility in controls for temperatures and 
aeration is featured, permitting application of specific re- 
quirements of the chocolate expert. 

This conche synchronizes the various operations such as 
dispersion, aeration and moisture evaporation, so that the 
entire processing is effected in the shortest possible time. 


Technical Inquiry Invited—Send for Illustrated Booklet. 
J. M. LEHMANN 


COMPANY, Inc. 


Established 1834 


250 WEST BROADWA 
NEW YORK, N. Y. 


Factory: LYNDHURST, N. J. 





The Standard for Quality 
Machinery Since 1834 








WEATHER 
TROUBLES? 


Yes, temperature and humidity often do play havoc 
with candy making. And that means money-wasting 
delays — wrapping machines that have to be stopped 
and cleaned — chocolates that lack good color and gloss 
—hard candy with a “blush”. These are merely a few 
of the costly consequences. 

Why not end these headaches without delay — and stop 
the costly losses. Let us show you how Sturtevant Air 
Conditioning can automatically maintain exactly the tem- 
perature and humidity desired in each department of 
your plant — regardless of outside weather conditions. 


The Cooling and Air Conditioning Div. B. F. Sturtevant Company 
HYDE PARK, BOSTON, MASS. 
Atlanta Camden Chicago Greensboro Los Angeles New York 


Sturtevant 





Mur Condelicning 


FOR BETTER PRODUCTS AT LESS COST 
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SUPPLY TRADE NOTES 





New Type, Extra-Sweet 
Corn Syrup Announced 


A. E. Staley Manufacturing Co., Decatur, Ill., an- 
nounces the perfection of a new type, extra sweet, non- 
crystalizing corn syrup, which will be marketed to the 
trade under the name “Sweetose.” This product is 
said to be twice as sweet as ordinary confectioner’s corn 
syrup and about a third as viscous. Colorless, this new 
pure food syrup is said to be much higher in sugars and 
lower in viscosity than even “high purity” syrups and 
free from any bitter flavor. 


Analysis shows that sugars comprize 65 per cent of 
its dry substance content and that its sugar content is 
more than double its dextrine content, according to the 
manufacturer. The only dextrius present are said to be of 
the simplest (achro-dextrin) type. 


Numerous advantages are claimed for this new corn 
syrup. In production of marshmallows and frappes, it 
is said to beat up faster and lighter than regular corn 
syrup, making possible the use of less gelatin or albumen 
or production of lighter products and obtaining of 
more pieces per pound. Because of its high flavor 
transfer, it is said that products made with it require less 
than the usual amount of flavoring. 


High fluidity makes for easier handling, because it 
affords rapid and complete drainage of storage tanks and 
shipping containers with less heating and scraping. 
Smaller pumps and pipe lines may also be used for the 
new product, reducing installation expenses in some 
cases. Savings in time and power required for mixing 
or blending are also possible because the new syrup dis- 
solves quickly in water and in other syrups. Manufac- 
turers who have tried it are reported to have found that 
it boils freely and permits rapid cooking at a lower 
moisture content than is possible with regular corn syrup 
batches. Often fewer kettles are required for producing 
a given volume of goods. In candies where sugar is 
depended on for body, this new syrup is said to tone 
down excess sweetness and to produce a better balance 
between body and flavor. 


It is claimed that with proper handling it is possible 
to produce a tough piece of candy with sweetose. Short 
textures which are characteristic of candies high in 
sugar—and exceptnonally smooth grain in creams and 
fudges—are additional advantages. Tests are also said 
to show that with the new product, it is possible to 
produce a soft, tender candy with unusually long shelf- 
life. Use of the new syrup is limited only where tough- 
ness or extereme viscosity is desired or where structure 
depends on crystalization of sugars. Even in such cases, 
it is said, proper technique in handling may produce 
better goods at lower cost. 





Lehmann Executive Dies 


Paul Hollstein, vice president of the J. H. Lehmann 
Co., Inc., New York, died- on April 9, after a short 
illness. In point of service Mr. Hollstein was the oldest 
employee of the company, and in another two years he 
would have been with the company 50 years. He was 
62 years old at the time of his death. 

Born in Dresden Germany, in 1886, Mr. Hollstein 
came with the German affiliate of the company and 
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parent company of the American organization at the 
age of 14 years. His education was principally practi- 
cal. His progress in the field of mechanical engineering 
was so rapid that before very long he was placed in 
charge of responsible operations in the manufacturing 
plant. His later work in Europe was that of field 
mechanic in charge of installation and erection, during 
the course of which he had occasion to visit and erect 
equipment in some of the most important and largest 
chocolate and confectionery plants in Europe. 


He came to America 30 years ago to become plant 
superintendent of the American plant. In more recent 
years he directed the sales of chocolate, cocoa, and con- 
fectionery machinery here, as technical expert. He is 
survived by his widow, two daughters, a son and two 
grandchildren. 


G. Poverud has been appointed sales consultant to the 
chocolate, cocoa and confectionery industries for the 
J. M. Lehmann Co., Inc., New York, to fill the vacancy 
caused by the death of Paul Hollstein. Mr. Poverud 
is well-known in the European as well as American 
sweets industries, having held managerial positions with 
well-known firms in Norway, Denmark and England, 
and having studied machinery and methods in Germany 
and France. Announcement of his appointment was 
made by E. E. Muesser, president of the company. 

Norwegian by birth, Mr. Poverud came to the U. S. 
nine years ago and continued his work in managerial 
capacities in several large American manufacturing con- 
cerns. 


DEVELOP TAN LOTION 
Ross & Rowe Laboratories, New York, have developed 


a new sun tan lotion called “Sombrero,” with which they 
expect to do big things during the coming summer. 
Developed as a result of four years of work and testing 
under various conditions, the new lotion is said to act 
as a sun shade and will screen out about 95 per cent 
of the burning and blistering rays of the sun, but effect- 
ing a tan for brunettes and blondes alike. It is greaseless, 
stainless, and will not wash off the body during swim- 
ming. Samples will be available at the company’s 
booth at the N.C.A. convention. 





Dr. Samuel Baer, president of Blanke-Baer Extract 
and Preserving Co., St. Louis, Mo., who is in the 
Hawaiian Islands at present with Mrs. Baer, recently 
wrote a very interesting account of his experiences to 
this publication. His letter is too long to reproduce in 
toto, but parts of it may be found in another section of 
this issue, and will no doubt be of considerable in- 
terest to the trade. 


LAMONT, CORLISS 
BUYS SIREN MILLS 


Announcement was made last week of the acquisition 
of Siren Mills Corp., Chicago, manufacturers of chocolate 
products for ice cream, fountain and other uses, by 
Lamont, Corliss Ceo., New York. According to Gordon 
Lamont, secretary of the purchasing company, the full 
line of Siren products is to be manufactured hereafter 
under the direction of Peter Cailler Kohler Swiss 
Chocolate Co., Inc., Fulton, N. Y. Siren manufacturing 
operations will be continued in New York and Chi- 
cago until re-organization and consolidation plans are 
completed. Laurence Ely, Siren president, became a vice 
president of Peter Cailler Kohler Swiss Choc. Co. 
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WELCOMES YOU 
to 
BOOTH 43-B 


Learn additional facts about gelatine 

. - and why DELFT Gelatine in- 
creases confectioners’ sales through 
UNIFORMITY ... PURITY... and 
STRENGTH. 


The preference for DELFT Gelatine 
by America’s leading confectioners 
is significant. 


Delft Gelatine Works 


629 GROVE STREET JERSEY CITY, N. J. 








_ RESINOUS 
LAC- GLAZE 


CONFECTIONERS 


We specialize in RESINOUS LAC-GLAZE 
for confectionery, certified as to PURITY 





Guaranteed to meet the requirements of the 
new Federal Food, Drug and Cosmetic Law. 
Buy with Confidence 


Write for Samples and Prices 


BRADSHAW-PRAEGER & CO. 


3250 W. 47th Pl. — CHICAGO 
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Stop at 
Booth 34 


National 
Confectioners 
Association 
Convention 
Palmer House 
Chicago 
May 22nd to 25th 





We cordially invite you to visit our factory 


See the 


processing necessary to produce the finest — 


while attending our convention. 


CHOCOLATE COATINGS 
COCOA POWDERS 
CHOCOLATE SPECIALTIES 
SUMMER COATINGS 


Warfield Chocolate Division 
THE WARFIELD COMPANY 
Chicago 


100% Pure 





CRYSTALS 





CONSUMERS IMPORT COMPANY, Iwec. 


NEW YORK,N.Y 


MAIN OFFICE-I115 BROWD STREET 
BRANCH 308 W.WALHINGTON STREET CHICAGO, ILL. 





x > STRAWBERRY 
W\ No. 9333 


A truly wholesome reproduction of ripe strawberry flavor 
for your 


Gum Work, Hard Candy, Cream Work, etc. 


You must taste this flavor in your finished goods to really 
appreciate how closely it resembles the real thing. 


Write For Working Sample 
James B. Long & Company, Ince. 


Chicago New York 
233 West Erie St. 415 Greenwich St. 








SREB Se NT IR REE AE SE A RES I=: a RRR MENS RAIS 
page 60 


SALESMEN’S SLANTS 
SYD HOFFMANN, Speaking from Chicago 





HIS column is being 

written in Rockford, IIl., 
where they make good fur- 
niture and eat a lot of 
candy. After calling on the 
trade all day, I have failed 
to find one jobber who 
complained about business. 
They do say, however, that 
to get business they have to 
dig for it—Don’t we all. . . 








Here is good news for all 
concerned. . . . Felix Galten 
is enlarging his jobbing business and since May 1, is 
located at 6945 S. State street, Chicago. He is continu- 
ing business, as always, as the Reliance Candy Co., 
which name was established some 40 years ago by Felix’ 
father, who discounted all his bills. His son is doing 
the same thing. Ain’t that something in these days? 
. . » Good luck, Felix! 





Another local boy who made good is Ross E. Fairman 
of Ambrosia Candy Co., About Jan. 1. the president 
called him in for a chat and offered Ross the manage- 
ment of the entire plant. So Boss Ross is now in the 
driver’s seat doing a swell job. And to you, Mr. Sam 
Block, his boss, I want to congratulate you on picking 
a winner. 





And still another local boy to get to the top is Sam 
Lax of the Bonita Co., Fond du Lac, Wis. Sam is now 
sales manager, and from all I can learn, is doing a good 
job. Get going, Sam, so I won’t have to eat these words 
and apologize to the Bonita folks. Your boss knows 
I like Leaping Lena. I’m not begging for a box!,?!!? 





Recently met Henry Mellen on the round in Chicago, 
and Henry as usual is all pepped up about the increase 
in sales of National Licorice company’s Nibs, the good 
5e package of licorice. If you ever meet Henry around, 
you will have to eat Licorice Nibs, and for goodness 
sake, don’t tell him you don’t like licorice . . . . that 
upsets him for the balance of the day. 





Francis Jones, local representative for the Reed Candy 
Co., is sporting a new car. . . . And these fellows have 
the nerve to tell me that the candy business is dull! 
Some of these birds would cry if they had a loaf of 
bread under one arm and a sack of flour under the 
other. 





The Chicago Candy Club will again put on the 
Chicago Candy Show this coming August. I under- 
stand many have already reserved space. Arthur Waldner 
is to be congratulated on his fine show last year and we 
all know this year’s Candy Show will be bigger and 
better. One thing is always sure: Whenever the Candy 
clubs put on an affair it’s always a success. They are 
not for profit, but to sell more candy for the houses they 
represent. And the manufacturers surely cannot find 
fault with this type of co-operation. 
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Eddie Fisher of Rockford, Ill., told me a good one 
today: He says the candy people are like the Washing- 
ton administration . . . “a new deal every day.” I 
wonder if he is right or wrong. 





I have been about some in my life and have called 
on all kinds of buyers and owners, and here is a bouquet 
to Emil Kellner of the Emil Kellner Co., Rockford. 
Every man who walks into Mr. Kellner’s office is as- 
sured of meeting a high-class, refined gentleman, who 
will give a salesman plenty of time to show his goods. 
He can’t always buy, but he is always a gentleman. 





Have you been notified that the Fan Tan Gum Corp., 
Dayton, Ohio, is putting on their annual sampling 
campaign in Chicago with five beautiful girls and 
five detail men? The girls are dressed in an un- 
usual costume that will attract the attention of every- 
one receiving a sample. I’ve tried Fan Tan gum 


and I liked it. 





If you want to listen to a good Candy radio program, 
tune in on Dr. I. Q. sponsored by Milky Way every 
Monday night. It’s clever and snappy, and will help 
sales for Mars’ Milky Way or I miss my guess. It’s good 
and so are the bars it advertises. 





C. RAY FRANELIN, Speaking from Kansas City 





AST month due to 
bad business, flu, snow 
and a few other things, 
I was unable to get my 
weather report to the 
editor in time to appear 
in the issue, but strange 
as it might seem it was 
evidently not missed as | 
did not receive any fan 
mail inquiring as to the 
reason of it’s absence. Oh 
well, a prophet is always 
without honor in his own 
country, so I don’t feel 
bad; that is, not so awful 
bad. 
Well, spring seems to be here at last. The last few 
days the sun has shone, believe it or not. On one of 








DAY CINCINNATUS 
MIXERS 





Type M.D.B, Class 8 


This mixer is extremely simple in construction, 
but is sturdy and durable with few parts subject 
to wear. It is ideal for rubbing and creaming of 
butters and sugar products. 


Write for Bulletin No. 351 


uu. DAY COMPANY "oui" 














OUALITY 
CHOCOLATE COATINGS 


OE On) | i ae 


339-361 NORTH FIFTH STREET, NEWARK, N. J 


ESTABLISHED 1897 
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LIPEOMETER 


(FAT TESTER) 


... gives a direct read- 
ing when employed 
with a special solvent 
and other simple ap- 
paratus for the rapid 
determination of 


COCOA BUTTER. 





Manufactured by 


SCHWARZ LABORATORIES 


INC. 
ANALYSTS CONSULTANTS 


Specialists in the Chemistry of 
Confections and Cacaec Products 


202 East 44th St. New York, N. Y. 
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WRITE FOR 
WORKING 


SAMPLES SELECTION OF 


FLAVORS iN STOCK 


P.R. DREYER [NC. 


119 West 19th St., New York, N. Y. 


CHICAGO LOS ANGELES 
325 W. Huron St. 2309 E. 8th Street 


Also 35 representatives covering principal cities in United S‘ates and Europe. 














A Complete Pectin 
Product for Making 
Jellied Candies 


\. to Hae 
“NOTHING 
to Add 


SPEAS MFG. CO 


Tales Wins, | igegi 
CAS) 


ENJOY SOME EVERY DAY / 
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those days, however, they were digging trucks out of 
snow banks in Western lowa, but from all reports we 
will now have some spring weather. The moisture is 
fine throughout the Middle West, the dust bowls of Kan- 
sas and Western Nebraska have had more moisture than 
for several years and from my observation unless some- 
thing unforseen happens later in the season, we will have 
a good crop throughout this middle western territory. 
Which should tend toward more consumption of candy 
this coming season as there have been some reports 
money is not as free as it should be at present. But 
this will no doubt clear up, as Dad has about gotten all 
his taxes, insurance, etc., paid and junior will not have 
to talk so hard to get a penny now and then—which 
will all help. 


May brings with it the annual N.C.A. Convention at 
Chicago, where all the czar’s of the industry will gather 
again and renew acquaintances; where new ideas will 
be launched, promises made and broken, the industry 
again elevated to an ethical basis for a week, and every- 
body will be happy. So goes life as it has for years and 
will continue to go on for years to come. 





Speaking about czars, Clyde Saterlee of the Linn 
Candies, Inc., Cedar Rapids, has contended for years, 
and only a few days ago referred to it again, that what 
the candy industry really needs and what will preserve 
it, or it’s outlets, the jobbers, is a Dictator fashioned 
after Mr. Landis in baseball. Not so bad if you stop 
and think it over carefully. With fair trade possible in 
practically every state, they are still selling candy at 64c 
per box is some places. The jobbers as a whole are now 
referring to the beautiful sentiment contained in so 
many pamphlets, poems, etc., issued by manufacturers 
that seem to be a new form of advertising as none of 
the suggestions referred to are ever put in practice. This 
is what they tell me. I don’t know. 


This is a good one for any of you golf players that 
was given to me by Emmett Fortier of Brach’s Candy 
Specialties Co. First caddie: “What’s your man like, 
Skeeter?” Second Caddie: “Left ’anded and keeps ’is 
change in ’is right ’and pocket.” 





This is a good one for anyone whose foot the shoe may 
fit. Sonny: “Father, what is an optimist?” Dad: “An 
optimist, my boy, is a person who doesn’t give a hang 
what happens as long as it doesn’t happen to him.” 





Harold Jacobson of The Northwestern Candy Co., Des 
Moines, Iowa, says that a professor he knows said 
thinking draws the blood from the feet to the head. 
That’s why thinking twice about a proposition often 
gives people cold feet, according to Harold. 





One of my unmarried jobbers a few days ago told me 
the following: (I cannot mention any names, but take 
it from me, I am quoting him precisely.) Young man: 
“Just one kiss, dearest?” His girl: “No dear, we haven’t 
time. Daddy will be home ir an hour.” 


Sam Eppy of Gum Incorporated, says men are funny 
creatures just as women have long suspected. Say’s 
he knows a fellow who has not kissed his wife in five 
years who shot a fellow who did. 
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SALES REPRESENTATIVES MISCELLANEOUS MISCELLANEOUS 
WANTED: Position as salesman. FOR RENT: Will rent with the priv- 
Experienced in selling general line, ilege of buying later, one half or full WANTED 


also bar goods. Address B23916, 
c/o The Manufacturing Confectioner 
Publishing Company, 400 W. Madison 
Street, Chicago, Illinois. 





LINES WANTED 





WANTED: Penny bulk or gum 

specialty line for Mid-West States. 
Travel 3 men, calling on jobbing 
trade. Thorough coverage guar- 
anteed. Address E5394 c/o The 
Manufacturing Confectioner Pub- 
lishing Company, 400 West Madi- 
son Street, Chicago, Illinois. 





WANTED TO BUY: Mfr. wants ad- 

ditional high grade item with his 
pres. line, or would consider selling to 
responsible party. Address D4397 % 
The Manufacturing Confectioner Pub- 
lishing Company, 400 West Madison 
Street, Chicago, Illinois. 





LINES WANTED: Wanted line of 

penny goods and novelties by old es- 
tablished reliable firm of candy brokers 
covering Pacific Coast and Inter- 
mountain territory. Head Office, San 
Francisco, warehouse facilities, bank- 
ing amd other unexceptionable refer- 
ences. Address B2399, c/o The Man- 
ufacturing Confectioner Publishing 
Company, 400 W. Madison Street, 
Chicago, Illinois. 





MISCELLANEOUS 





EXPORT BUSINESS Representa- 
tive for various American Manu- 
facturers in the candy and sweet 
cracker business wishes to make 
new connections for the West Indies 
Territory, especially Puerto Rico. 
Please bear in mind that Puerto 
Rico is the second largest buyer for 
the United States in the Western 
Hemisphere. During eleven months 
of 1938 Puerto Rico purchased from 
the United States the amount of 
$71,555,859. (source: U. S. Dept. of 
Commerce). Can furnish party in- 
terested with the best of references. 
Please refer to F. C. Pujals, Ochoa 
Building. San Juan, Puerto Rico. 
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interest in a well equipped small candy 
factory 50 x 25 ft. $20.00 a month in 
Wisconsin. It has been operating for 
38 years in the same location. Full 
organization and no labor troubles. An 
opportunity for some one. Owner 68 
and must quit soon. Address C3396 
c/o The Manufacturing Confectioner 
Publishing Company, 400 W. Madison 
Street, Chicago, Illinois. 





IS YOUR STEAM COST TOO 

HIGH? Many dollars can be saved 
by having experienced processing and 
heating engineers check over your pip- 
ing system. Our service includes an 
analytical survey, complete working 
and piping layouts, and installation su- 
pervision. Address B2394, c/o The 
Manufacturing Confectioner Publish- 
ing Company, 400 W. Madison Street, 
Chicago, IIlinois. 





FOR SALE: Williamsport Candy 

Manufacturing Peerless jelly drops. 
Reason, death of owner. Business es- 
tablished 43 years. National distribu- 
tion. A real business opportunity, 
Reasonable. See John A. Gerber, 
Williamsport, Pa. 





SOME CHANGES IN YOUR sales 

staff may now leave either Chicago- 
land or Illinois or both available. 1 
can devote sufficient time to a good 
short or novelty line. Address B23913, 
c/o The Manufacturing Confectioner 
Publishing Company, 400 W. Madison 
Street, Chicago, Illinois. 





IF YOU ARE LOOKING FOR 

new ideas or having trouble with 
the line of Candy you are making, 
or want your help trained to be 
efficient in their work, and looking 
for increased production. Write 
F. M. Address C33910 c/o The 
Manufacturing Confectioner Pub- 
lishing Company, 400 W. Madison 
Street, Chicago, Illinois. 


DISCONTINUED 
CELLOPHANE 


BAGS, WRAPPERS, 
SHEETS AND ROLLS 
PRINTED OR PLAIN 


Highest Prices Paid 
Send Samples and Inventory 
HARRY L. DIAMOND 
“The Cellophane Man” 


1411 So. Michigan Ave. Chicago, Ill. 














CANDY FACTORY FOR SALE: 

If you are contemplating going 
into the candy business, you have 
an opportunity to purchase a going 
business established for many years 
and located in Chicago. We have 
‘about 30,000 square feet of floor 
space, well equipped to manufacture 
around 20,000 pounds per day and 
which can be easily increased to 30,- 
000 pounds per day. Fixtures and 
equipment are worth over $50,000. 
We have a good following with syn- 
dicates, jobbers, wholesale grocers, 
wholesale drugs and large retailers. 
Our lines are well established. If 
interested we will sell on a basis of 
50c on the dollar, including our 
good-will. $5,000.00 in cash will be 
considered. Balance on easy terms. 
Address D4395 c/o The Manufactur- 
ing Confectioner Publishing Com- 
pany, 400 W. Madison Street, Chi- 
cago, Illinois. 





WANTED: Someone to manufacture 

my new chocolate gum on a royalty 
basis. I have discovered an entirely 
new process for using chicle by coating 
it with chocolate which flavor is re- 
tained for a long period after it is 
chewed, patent pending. This is a new 
and novel gum. Different from any- 
thing on the market. Address B2393, 
c/o The Manufacturing Confectioner 
Publishing Company, 400 W. Madison 
Street, Chicago, Illinois. 
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MAXIMUM 
‘per batch 2OO Ibs. 
Form 6-Style R-Twin Puller 


@ Minimum capacity 15 
Ibs. on each set of 
arms. Pulls either hard- 
boiled or soft-boiled 
goods. 

@ Can be used for 2 
batches at once—either 
the same or different 
colors or flavors. 








REBUILT 
MACHINES 
AVAILABLE 


Special low prices 
for all sizes and 
styles. Write for in- 
formation and prices. 





Ferm 6—Style R 
TWIN PULLER 


Capacity 15 to 100 Ibs. 
each side. 














DISPLAY PULLEY 


5 to 10 Ibs. per batch 
FORM O — STYLE A 
@ Excellent for demonstra- 
tion purposes. It is very 
attractive nicely finished, 
an aluminum base and 
nickel trimmings. Motor 
driven. 


-Tanmnror=- ft 





Other sizes and styles— 
capacities from 5 lbs. to 
300 Ibs. per batch. Write 
for complete description 
and prices. 











@ All replacement parts in 
stock for immediate delivery. 





ta 


THE ORIGINAL CANDY PULLER 


HILDRETH PULLING MACHINE CO. 
153 Crosby Street 2 New York, N. Y. 


CONFECTIONERY BROKERS 


DONALD A. IKELER 
2029 E. Main Street 
KALAMAZOO, MICHIGAN 
Territory: Michigan 














GENERAL BROKERAGE CO. 


539 Tchoupitoulas Street 
NEW ORLEANS, LOUISIANA 
Territory: Louisiana and Mississippi 





HART POSKA COMPANY 


1020 4th Avenue, South 
SEATTLE, WASHINGTON 
Territory: Washington, Oregon and Idaho 





C. RAY FRANKLIN CO. 


416 Delaware Street 
KANSAS CITY, MO. 
Territory: Kans., Neb., Iowa, W. Missouri 





H. L. BLACKWELL COMPANY 


P.O. Box 3040—Sta. “A” 
EL PASO, TEXAS 
Territory: Texas, New Mexico and Arizona 








RETAIL SUMMER LINES — 
(Continued from page 43) 


Certainly, when we consider that bar goods is one of 
the largest candy volume items generally, it would not 
seem amiss to try out this field in our own set-ups from 
time to time. Why not try out your customers on some 
of your own home-made bars? Perhaps some of you 
are already doing so. We see many of the standard 
bars being sold at present for about three for a dime. 
The retail manufacturer could easily feature home-made 
bars at three for a dime, giving bars that weigh 
around 2 ounces each, which would be in line with 
regular candies selling at around 30 cents per pound. 
Try a special on home made bars, either three of one 
kind, or three different kinds. Put a special on them, 
and you fellows who have combination shops and 
restaurants, place them in conspicious places where your 
restaurant customers can get at them. They should 
and will add to your volume. If, for instance, a cus- 
tomer takes three such bars and finds only one of them 
to his liking and comes back for more, you have the 
start of a type of business which today is passing the 
retail shop by. People who buy bars don't come to 
the retail manufacturer’s shop, simply because so far 
they’ve never been able to buy bar goods there. I 
believe we’re missing a bet if we don’t do something to 
attract this type of customer. 


Pralines stand the summer well, too, and look clean 
and appetizing no matter how sticky the weather. Those 
made of a combination of brown sugar, maple sugar 
and white sugar are especially good for their flavor and 
their dry grain. 


It isn’t necessary for me to furnish you candy 
makers with formulas for various toffees you can feautre 
in summer. The good candy maker knows all of them 
and all he needs to do is dig back in his files for them 
and go to work. 

With the coming of vacation time—I mean now, va- 
cation for your help—you will want to make goods 
ahead, so that you can keep your counters filled while 
the men back in the shop are away on trips, etc. Goods 
that will keep, such as we have gone over here, will 
help tide you over this vacation period. 


Another item that always has a little demand in the 
summer is marzipan fruits. There is always possibility 
of sale of this goods, not a great deal, but a few pieces 
here and there. These pieces work wonders toward 
helping to keep your display cases attractively and ap- 
pealingly filled. Opera caramels are also good summer 
items. Offhand, I would say they are perhaps a trifle 
too hearty for the average summer customer, but they 
are nice to look at, especially in the lighter colors, and 
will therefore appeal to quite a few customers. If they 
aren’t sold, they can be re-made into caramel centers, 
toffees, fudges, etc. 


Finally, there is the large variety of summer fudges 
about which we haven’t said much here. However, they 
are so much a part of the usual retail shop summer line 
that they hardly need special mention. You can make 
this fudge up in loaf form and cut from that loaf as 
your orders require. If properly handled, the loaf will 
stay soft and fresh for quite a long time, even in 
summer. On cool days in summer, you should also be 
ready to offer a few brittles and chewy candies from 
time to time. Not much of this. Just a little so that 
you have something to offer when the weather is cooler 
and people want something they can put their teeth 
into. 
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CANDY PACKAGING 


DEVOTED TO BETTER PACKAGING AND MERCHANDISING METHODS 


PUBLISHED BY 
THE MANUFACTURING CONFECTIONER PUBLISHING COMPPANY 


400 West Madison Street, Chicago, Ill. 


71 West 23rd Street, New York City 





BUILDING GREATER CANDY SALES 


Takes Co-Operative Effort of Maker and Seller 


By SIDNEY MARGOLIUS* 


candy merchandisers see here a department that can 

be built up to much more importance than it has 
now in many of the stores. In fact the whole candy 
industry, starting with the manufacturers, seems open 
for a better job than it’s doing now. 

Candy is such an available item that too often the 
stores and the makers allow it to become grooved in 
traditional channels, allowing the public to lose interest 
and also allowing the public to regard it as a luxury 
item while the candy industry itself operates the business 
along almost staple lines, something like potatoes. 

Those who have done the best jobs with candy think 
it has great possibilities if the candy people, both in the 
stores, and the kitchens and executive offices of the 
factories, bring more imagination into its merchandising 
and promotion. 

First of all, candy has several superstitions to battle 
with an educational program. The public regards candy 
as a luxury item and when times get a little hard people 
buy less candy and conserve their resources for what 
they consider more practical merchandise. That’s what 
happened to the candy business this year. But candy 
has a practical as well as a luxury appeal. It is food, 
good wholesome food, with high food value, and, in 
fact, a certain amount of sweets are a must in any- 
body’s diet. Candy is food in its pleasantest form, but 
only recently have the manufacturers started to bring 
out this important practical point in their advertising. 
More and more one sees the slogan: “Candy is delicious 
food—eat some every day.” Another way in which 
manufacturers have been putting the idea lately is by 
pointing out that candy is rich in dextrose, energy build- 
ing. All these are good practical justifications to the 


‘Tava room for expansion in candy. Successful 


* Excerpted and reprinted from the Executive’s Edition of Retailing 
by special permission of the publishers. Copyright 1936, Fairchild 
News Service, New York. 
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customer for having a wonderful time with a box of 
candy. 

The other phobia that candy must fight is the age- 
old superstition that candy is fattening. If you eat a 
lot of anything you get fat, candy merchandisers cry out 
in exasperation. They are quite right, but it is up to 
them to educate away this fear complex. It isn’t that 
candy itself is so fattening, it’s that it’s so tempting 
people will sometimes gobble up too much of it and 





Full-Color Three-Dimensional Window Display Featuring Two 

Quality Boxes of Gales Chocolates for Mother's Day. [Illustration 

of Elderly Mother Receiving Remembrance of Candy. Photo 
Courtesy Forbes Lithograph Co. 
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then blame the results in added poundage and hippage 
on candy rather than their own lack of restraint. 

In addition to the job of giving candy customers a 
practical reason for buying and of laying unjustified 
ghosts, the stores and the makers, to achieve more suc- 
cess for their product, will have to throw more 
imagination into their business—which means _ better 
styling and more creative merchandising and promo- 
tion, as will be outlined in this article. 


The Merchandise 

The successful candy department generally includes 
these lines; nuts, hard candies, chocolates, bon bons, 
liquor candies, glace fruits, imported candies, novelties, 
homemade candies, and mints. The alert store will 
also do much with candies that have a special local ap- 
peal and popularity. 

Recently, homemade type candies have come along 
very fast all over the country. Fudges, brittles, pra- 
lines have been very popular recently. Miniatures in 
recent years have become an established favorite, and 
seem strongly entrenched. English toffees are strong. 
Nuts, some time ago very popular, have leveled off and 
even dropped off a little since so many stores took to 
carrying them and they became overworked, but are 
still very strong for cocktail parties in sections where 
people look upon the gin when it is white. Candied 
popcorn is being pushed currently. Only a few de- 
partment stores handle candy bars and chewing gums. 

Homemade candy is really important today. The 
customer gets more for his money in simple, whole- 
some sweets that the whole family enjoys. Davison- 
Paxon’s, Atlanta, with a candy department that has 
sprung up amazingly in the last few months and that 
enjoys a 40 per cent increase in sales over last year, 
finds it is their greatest volume producer. 


Merchandising 

Outstanding departments specialize in types of candy 
on which they have built a particular following like nuts 
at Gimbel Bros., New York, the York House imported 
English candies at Macy’s, New York, Davison’s Benne 
candy, Mexican glace candies at Kaufmann’s in Pitts- 
burgh, but they also carry a complete line of all types 
in several price ranges. 

While candy business would seem likely to slacken 
off in the summer, some stores have been able to keep 
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“Home-Made Candies are Really Important 

Today, for the Customer Likes to Get More 

for His or Her Money in Simple, Whole- 

some Sweets Which the Whole Family Can 

Enjoy.” Typical Retail Shop Featuring 
“Home Made” Candies 


up volume during the warm months by putting the 
promotional pressure on certain candies that seem to go 
best in summer, and by promoting hard for the summer 
vacationist business—kids off to camp, the adult vaca- 
tions, candy for weekend gifts. 


Styling the shape and appearance of the candy itself 
and selling candy in ensemble with other merchandise 
are two trends making their appearance in the business 
that the candy people regard with much interest. Coffee 
flavored chocolates shaped like coffee beans and chicken 
bones are examples of successful styling. Illustrating 
how important styling can be in creating the new in- 
terest in candy that is needed is the job the Barricini 
chain of candy shops has done on miniatures, giving 
them different colored tops, allowing the colored creams 
inside to spill over, shaping them like acorns, in two 
colors, etc. The Barricinis have been a great success 
in candy business in New York recently, opening up 
store after store and making a real reputation for them- 
selves wih the public on their miniatures at 68 cents a 
pound. The way they display their merchandise is 
credited with being another big factor in their success. 


Candy in combination with other merchandise is an 
interesting possibility. Toys and dolls with candy have 
been the favorites. Other ensemble ideas are candy and 
flowers, candy and perfumes, etc., for gift purposes. 
Most food and delicacy gift baskets and boxes have or 
should have at least one candy item. 


Promotion 


Many candy department successes have been built on 
price promotions. Gimbels built up a nut business that 
at one time accounted for half the candy department’s 
volume with sales of nuts which jammed women five- 
deep around the cases. 


There are, however, many opportunities for more 
creative promotion promotion, such as holidays, candies 
for entertaining, etc. Christmas is considered the best 
season, followed by Easter, Valentine’s Day, Halloween 
and Thanksgiving. Mother’s Day is an important oc- 
casion but the merchandisers report that candy business 
for this day seems to have slackened off a bit in favor of 
the more “practical” items like hosiery. With the other 
departments of the store promoting Mother’s Day so 
enthusiastically candy has come to seem a little too im- 
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personal for the occasion, and not quite important 
enough. Merchandisers, however, are beginning to 
think that the Mother’s Day volume can be revived by 
promoting candy as an extra gift with other merchandise. 
A lot of bulk candy is bought for parties and entertain- 
ing. Macy’s has a whole case devoted to the types pre- 
ferred for this use to catch the hostess’ business. 


Packaging 

Packaging has great possibilities in the candy busi- 
ness. In fact, one of the vital factors in the success 
of the outstanding candy department at Macy’s is the 
way the store has put imagination into styling pack- 
ages, either making up the packages themselves or getting 
the manufacturers to make them up. One of Macy's 
outstanding items last year was a Mother’s Day candy 
bouquet. The package looked like a bouquet of flowers. 
When it was unwrapped there was the candy in different 
colors arranged like a bouquet. 

For Easter Macy’s has other ideas. Easter also rep- 
resents hats to women, and Macy had candy boxes made 
up like miniature hat boxes, and even put candy in tiny 
big-rimmed straw hats. Not only that, but the store 
packed candy in plush boxes made to look like Easter 
eggs. After the candy was consumed the box could be 
used as a jewelry or knick-knack box. 

Such clever styling adds much interest to candy and 
makes it seem more worthwhile as a gift. One of the 
values of a gift is that it be distinctive or unusual, that 
it elicit surprise and attention from the recipient. 

Furthermore, if the package can be used again, the 
candy gift has a further element of practicability, an- 
other reason for buying or giving. The gift remains 
awhile. Other Macy ideas for packages that can be 
utilized for other purposes are a crockery orange bowl 
and plate package with an attractive bone pick, wooden 
boxes that can be used as small chests, transparent 
cases that can be used as cigarette humidors, a package 
with a top that is a calendar and note pad, and many 
others. 

The best location for the candy department is the first 
floor, and preferably a main aisle there. Efforts have 


“The First Rule for Display in the 
Candy Department is Neatness — 
Immaculate Housekeeping. Second 
is Plentifully Filled Pans and Boun- 
teous Assortments of Packaged Mer- 
chandise. The Best Location for the 
Candy Department is the First Floor, 
and Preferably, A Main Aisle There.” 
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been made to bring the candy department up above the 
main floor, but not successfully. Candy is generally 
sold in the specialty candy shops on the street level, 
and partly because candy is so accessible elsewhere and 
partly because the department relies to a great extent 
on main floor traffic for impulse buying, the street floor 
is deemed the best spot, and not only that but candy is 
often given a section on the main aisle itself. If the 
store has a food or delicacy department, candy generally 
becomes a part of that department, but only if it is 
located on the street floor. 

If the food department is located upstairs, then the 
store generally has a small candy department up there 
with it in addition to the street floor section. Some 
stores also located additional candy sections or booths 
with a salesgirl stationed there, near the store restau- 
rants and tearooms. 

Display 

First rule for display in the candy department is 
neatness—immaculate housekeeping. Second is plenti- 
fully filled pans and bounteous assortments of pack- 
aged merchandise. Third, is atmospheric display tied 
to seasons and occasions. Some stores also try to give 
the department an entirely distinctive appearance from 
the rest of the floor to set it apart, and also give it a 
name. 

Well-filled pans, the whole effect of plenty, are ef- 
fective. Not only does it encourage impulse buying, but 
it assures the customer that the merchandise is fresh be- 
cause the stores seems to sell a lot. 

For occasions, cases, tops and ledges should be trim- 
med with special displays for this department. Macy’s 
presents for this Easter an entire setting of pink and 
white bunnies in a front lawn scene in miniature in its 
cases, as a background for Easter novelties. 

Another point in display that merits attention is the 
background of luxury that the Barricini stores give 
their candies, setting them against yards and yards of 
satin as though each of the boxes of candy at 68 cents 
a pound were jewels. This chain always shows a lot of 


(Turn to page 85, please) 
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THE CANDY MAN FAITHFULLY FOLLOWS 
OUR CLINIC'S PRESCRIPTION AND— — 
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Clinic Meetings of the Packaging Board are held Quarterly at M. C. Chicago Offices on 15th of the following months: January, April, July, October 


Summer Assortment 
1 Ilb—29c 


CODE 5139—Description: Telescope 
box wrapped in cellophane and heat 
sealed. The lid is completely foil 
covered, printed in black, green and 
white on silver. Wax paper liner. 

Design: White swans swimming on a 
silver lake, between green lily pads and 
white flowers. Name of assortment 
in script over the description of the 
assortment, done in modernistic type 
with modernistic scrollwork above and 
below. The side walls carry through 
on the box top design, and the name 
of the manufacturer is carried in type 
on one end. 

Appearance on Opening: Very “sum- 
mery.” Seven tiers of vari-colored 
fruit marmalades, nougats, orange 
blossoms, coconut bonbons, lime buds, 
caramels and pectin respberry gems, 
each tier divided by a white saw-tooth 
edged divider, and each piece of candy 
in a white glassine cup. 

Customer Appeal: Both the cover and 
appearance of the candies will be very 
attractive for summer candy customers. 

Display Value: Good. 

Remarks: While the box makes a 
very bright appearance and looks sum- 
mery and refreshing, the candies them- 
selves very definitely look inexpensive. 
Coconut bonbons could be improved as 
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to color. There is a good sugar sand- 
ing job on the pectin jellies and the 
nougats also make a nice appearance. 
The whole appearance of the packaging 
details is very good. 


Miniature Chocolates 
1 Ib.—$1.50 


CODE 5239—Description: In a 
square pink embossed box, tied with 
blue ribbonzene, a 12-cornered buff 
box wrapped in moisture-proof cello- 
phane sealed with gold seals. This 
12-cornered box is in turn tied with 
three-shaded ribbon. 


Design: There is no design. The em- 
bossed cover is entirely plain, but has 
several lines of printing in the lower 
right hand section naming the assort- 
ment and giving the weight. A pink 
edge runs completely around the cover. 


Appearance on Openining: There are 
three liners between the cover and the 
candies, one of tin foil, one of embossed 
padding, and on of dark reddish-brown 
wax paper. The whole box is inner- 
linned with tin foil, the extending 
pointed edges of which are turned 
down under the tin foil liner. There 
is a liner and padding between the 
upper and lower layers, and below, 
another liner and piece of shock-ab- 
sorbing padding to protect the candies. 


The box is packed with a fine selec- 
tion of miniature chocolates having 
good gloss and exuding a very fragrant 
bouquet. A few colored almond paste 
pieces with fine crystal set off the 
chocolate pieces, the top layer having 
two pink and two green pieces and four 
chocolates wrapped in silver foil. 

Customer Appeal: This box and as- 
sortment are definitely appealing to 
the “class” market, as the selection of 
boxing material, findings, and arrange- 
ment of pieces clearly indicate. How- 
ever, the Clinic wonders whether it 
would not be best to show the assort- 
ment box itself, without the extra pink 
box, for the real “class” of the assort- 
ment does not appear until one gets 
beyond the exterior pink box and comes 
to the 12-cornered box itself. 

Display Value: Without the outer 
packaging, very good. 

Remarks: While this box has no 
specific design, it does express quality 
by the very absence of illustration, etc. 
The dignified printing at the lower 
right adds to the feeling of distinction. 
Extreme pains have been taken to build 
the idea of “class,” and the feeling is 
that the package is one of the finest 
to come before the Clinic. It is, how- 
ever, not an assortment or package 
which will sell through jobbers, but 
one which will move direct through 
larger retail accounts. One criticism 
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of the Clinic is that the box is not 
connected closely enough with the man- 
ufacturer; in other words, absence of 
the manufacturer’s name prominently 
displayed somewhere on the box will 
fail to bring the one-time customer 
back for another, for he does not know 
whose candy to ask for. 


Milk Chocolate Creams 
1 Ib,—60c 


CODE 5339—Description: Cellophane 
wrapped, gold sealed telescope box. 
The box top is covered with red litho- 
graphed paper with the design and 
printing in yellow and black. The box 
top is secured by a satin ribbon wound 
diagonally across the corners. 


Design: Three female figures in yellow 
Grecian costumes at left, at right, iden- 
tification of assortment in heavy script 
and underneath this, description of the 
assortment, all in yellow against a 
dark vignette background. 


Appearance on Opening: Rather large 
milk-coated pieces, each individually 
wrapped in wax paper imprinted with 
the name of each kind of piece con- 
tained in the wrapper except a vertical 
row of six coated almonds in the 
center of top layer. Quality of the 
chocolate is very good and the amount 
and thickness of the coating on each 
piece is also noteworthy. While these 
pieces are generally larger than the 
modern trend in box-candy pieces, this 
box is nevertheless a good item for the 
price. 


Box Findings: Lace paper flies; em- 
bossed padding on top of first layer. 
Wax paper wrapping for all pieces ex- 
cept the coated almonds in the center of 
the top layer. White layerboard between 
upper and lower layer. Coated al- 
monds in brown glassine cups which 
are, in turn, in a brown tray having 
a saw-tooth edge. 


Remarks: This is one of the few 
commercial packages the Clinic has 
seen where the individual pieces are 
wrapped, and this wrapping is partic- 
ularly noteworthy in that each piece is 
identified by the printing of the name 
on the wrapper. While this is no 
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doubt rather expensive in a box sell- 
ing for 60 cents, yet the quqality of the 
candy does not suffer by it. In former 
years this particular box of chocolates 
had a very large sale all over the 
country, and the old style design has 
been retained to cash in on this former 
populafity, but the Clinic feels a re- 
design along more modern lines might 
be much more profitable in the long 
run and might help to restore this line 
as one of the “best sellers.” Since the 
New Food and Drug Law will call 
for revamping of the box and perhaps 
discarding of the stock of these boxes 
now on hand, this suggestion of re- 
design might be well taken. 


Assorted Chocolates 
3 lb—$l 


CODE 5439—Description: Rolled edge 
enamel tin lithographed in white and 
black. This tin box is enclosed in a 
strawboard slip container with perfor- 
ated circular cut-out in the top which 
can be removed for display purposes. 

Design: Stock design of a female 
figure in old-fashioned dress sitting in 
a bower or roses, at center. Name of 
assortment in inconspicuous lettering. 

Appearance on Opening: Assortment 
very attractive and symmetrically 
packed. Made up of carmels, nougats, 
bon bons. Pieces packed in white glass- 
ine cups, and three of these are tin- 
foiled. There are also several pink, 
green, yellow and orange crystallized 
bonbons, 

Box Findings: White glassine cups, 
chocolate-colored layerboard, tin foil 
for several pieces, and wax paper liner 
at top. 

Customer Appeal: Fair, but not un- 
usual since many manufacturers offer 
assortments similar to this in tin round 
boxes. The strawboard slip container 
does not heighten the appeal of the box. 

Display Value: Fair. 

Remarks: Use of a colored slip 
container to contrast with the colors 
in the box itself might make this more 
attractive from the customer’s stand- 
point. The pieces are somewhat larger 
than the present trend in fine boxed 
candies. The assortment is very ap- 
petizing in appearance, however. 
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First Candy Box Submitted to the Clinic 

Which Meets the Labeling Requirements of 

the New Food, Drug & Cosmetic Act. Note 

the Illustrationss of Each Type of Candy 

in Box, and the Listing of Ingredients, at 
Lower Left. 


Bittersweet Assortment 


l lb.— $1.50 

CODE 5539 — Description: Outer 
wrapping of printed glassine in all- 
over daisy design in yellow, tied with 
lavendar cord, and sealed with small 
gold foil labels giving the manufac- 
turer’s name. Underneath the wrapper 
on the upper side of the box is a sheet 
of gloss tissue, to bring out the wrapper 
design. The box itself is one-layer 
with a lower extension edge, tied with 
a gold metallic cord. 

Design and Color: Colors are blue, 
white and gold, consisting of alternate 
bands of blue and gold in various 
widths, through which the lettering 
appears in reverse white. 

Appearance on Opening: Assortment 
of hand-dipped creams, carmals, nuts 
and cordials. Four foil wrapped cordi- 
als. The latter stuck to the liner due 
to fermentation of the fruit centers, 
and this made a very messy looking 
package. Good quality coating with fair 
stringing. 

Box Findings: Heavy wax paper 
liners completely around assortment 
both ways. Embossed padding with 
wax paper bottom. Green and silver 
foil on several pieces. All pieces in 
brown glasssine ccps. 

Customer Appeal: This box is at- 
tractively packed and wrapped, and 
will appeal to its share of customers. 
However, if the fruit centers are not 
better conditioned in other similar 
boxes, repeat business will be lacking. 

Display Value: Good. 

Remarks: This is one of three boxes 
by the same manufacturer examined 
by the Clinic this month. Two of these 
boxes indicate that the manufacturer 
is having trouble with fermentation of 
fruit centers, and since this affects the 
appearance of his package, we suggest 
he remedy this defect, Particularly at- 
tractive is the use of the glassine daisy- 
design wrapper around the box. 


Tin Box Assortment 


1 Ib.— $2.00 

CODE 5639—Description: Plug top 
tin box wrapped in printed glassine 
with an all-over daisy design and tied 
with lavendar cord. Inner sheet of 
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Take just a minute and check Riegel’s Carton Wrap for 


SN . quality, protection and price—the three obvious essen- 
“SX tials. Quality and protection are tops. You'll find a clean, 
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opaque white—brilliant printing with sharp impres- 
sions—strength that won't permit breaking at corners 
—da positive seal and full moisture protection to keep 
candy from graining. 

Then how about price? If you are using a printed carton 
wrap, you'll find these better Riegel wraps cost no 
more. If you’re using an unprinted wrap, write and 
see how little extra it will cost to secure the greater 
sales appeal and added advertising value of a really 
good printed job. 

This is but one of a complete line of candy packaging 
papers made at the Riegel mills. Check all your 
requirements with us. 


RIEGEL PAPER CORPORATION 
342 MADISON AVE. NEW YORK. N. Y. 


egel Capers. 
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Two Outstanding Summer Assortments Analized by the Clinic This Month. The Box at the 

Left Contains Low-Priced Candy, but the Package Itself Definitely Gives This Assortment 

a “Lift” from the Customer Appeal Standpoint. The Package at Right Presents an Array 
of Color in the Candies Which is Well-nigh Irresistible. 


gloss tissue underneath this wrapper 
to bring out the full effect of the wrap- 
per design. The box itself is tied with 
yellow cord. Box lithographed in gold, 
red and white. 

Design: The box top is entirely red 
with a narrow gold edge. A _ broad 
white band runs across this from left to 
right, and the name of the manufac- 
turers is litho-ed across this in modern- 
istic red lettering. Sides are white with 
red and gold bands and red and gold 
checker effect. 

Appearance on Opening: Three layers 
of assorted small-sized chocolates, 
several foil wrapped. Coating and 
stringing are of good quality and the 
arrangement of the pack is interesting. 

Box Findings: Each layer is com- 
pletely enwrapped in a wax paper lin- 
ing, and on one flap of the upper layer 
lining is a gold foil sticker on which the 
manufacturer's name _ is embossed. 
Above the first layer, also, are two em- 
bossed pads which protect the upper 
layer from the crush of the tin top. 
Each layer has its own white tray 
and all pieces are cupped in brown 
glassine. 

Customer Appeal: This box has ex- 
cellent customer appeal, both because of 
the bright modernistic coloring and de- 
sign, but also because the tin has re- 
use value. 

Display Value: Very good in a mo- 
dern setting. 

Remarks: For the ordinary trade, this 
box is too highly priced, but perhaps 
not so when viewed from the “special 
gift” point of view. If the candy were 
up to the standard of the package, the 
price would indeed be very fair. But 
like other candies of this manufacturer 
viewed by the Clinic, these pieces too 
indicate that the centers should be ma- 
terially improved to keep the goods in 
line with the quality of the package. 


Square Chocolate Package 
1 Ib.—No Price 


CODE 5739 — Description: Square 
telescope box, one layer deep, wrapped 
in cellophane which is secured with 
silver seals. The box itself is tied with 
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red tasseled cord. The small seals used 
to hold the outer wrapping indicate 
that this manufacturer is also in the 
restaurant business. 

Design: White thin-line criss-cross 
design on red background. Around the 
edge is a white band; also, running di- 
agonally from the lower left corner 
to the upper right. Name of the assort- 
ment is printed in red on the upper 
white edge, name of the manufacturer 
appears in red on the white diagonal 
band, and the word “assortment” is in 
red at the bottom white edge. This 
general design is also carried out on the 
sides of the box top. The lower por- 
tion of the box is extension edge. 

Appearance on Opening: Very bad. 
Fruit center pieces had fermented and 
stuck to the protective mat. This man- 
ufacturer must definitely learn how to 
condition fruit centers properly. Four 
glassine wrapped-nougats in the corner, 
and several silver and gold foiled pieces 
spotted in the pack. All pieces show 
good stringing and the coating is good. 

Box Findings: Embossed glassine- 
lined protective mat. Wax paper com- 
pletely around pack from two direc- 
tions. All pieces in glassine (brown) 
cups. 

Customer Appeal: Fair. 

Display Value: Good. 

Remarks: See above with reference 
to fruit centers. Nothing so takes away 
from the appeal of a nicely packaged 
assortment of candy as to have the 
candy stick to the protective mat. This 
defect in fruit centers is so easy to 
remedy that the Clinic at a loss to ac- 
count for this manufacturer’s failure to 
correct this condition. Evidently, a lot 
of care and expense has been put into 
selection of the proper “class” pack- 
aging for the three boxes submitted by 
this manufacturer. Yet, the entire ef- 
fect desired has been ruined by the poor 
condition of the fruit pieces in these 
assortments, 


Mother's Day Package 
6 oz.—25c 


CODE 5839—Description: Inexpen- 
sive telescope box wrapped in cello- 


phane and printed in pastel blue ana 
pink. é 

Design: Childish figures carrying 
bundles of flowers and dressed in Dutch 
colonial costumes, girl’s figure predom- 
inantly blue, and boy’s figure predomin- 
antly in pink. Printing at upper left 
and right in blue, and the inscription 
“To My Mother” is solid blue against 
a blue-shaded background at bottom. 
Box top sides carry through with a 
solid pink background broken by white, 
red, and blue jagged lines completely 
around box. 

Appearance on Opening: An inter- 
esting arrangement of chocolates and 
cream candies with a sprinkling of 
other pieces. The chocolate are held 
at the center in an oblong design by 
two curved dividers. At the left and 
right are light-colored bon bons, crys- 
tallized, a few caramels. An attractive 
pack. 

Box Findings: Tissue padding at top 
and underneath it a wax paper sheet 
lining. Two white clean-cut dividers 
curved to give oval shape to center of 
pack. Chocolate pieces in center are 
in brown glassine cups, while the sur- 
rounding creams, etc. are in white cups. 

Customer Appeal: The Clinic believes 
that in this low-priced assortment this 
manufacturer has achieved the unusual. 
It will have appeal especially to chil- 
dren wishing to spend their quarter on 
something for mother. The entire de- 
sign of the box top is slanted toward 
the child customer, and will, we believe, 
pull sales even after Mother’s Day, for 
which this box and pack were apparent- 
ly designed. 

Display Value: Good, in children’s 
section of department stores; also in 
regular candy shops. 

Remarks: A very attractive package 
for the price, and definitely meets the 
purpose of providing children with a 
candy gift box which they can afford to 
buy for mother. The chocolates have a 
good polish, but the little dragee pieces 
seem to have been heat struck, for they 
have a mottled appearance. 


Vanity Box 
2 lb.—$3 


CODE 5939—Description: Pink suede 
vanity box with four drawers and bound 
with pink satin ribbon around one way 
and gold metal ribbon around the other 
to keep the drawers securely in place. 
This entire box is wrapped in cello- 
phane which is cut out at the top to 
permit the bow of the pink ribbon and 
the rosette to come through. The box 
is gold-edged. 

Design: None. Contents of the as- 
sortment is printed on the bottom, 

Appearance on Opening: Each of the 
four drawers has an individual tray 
into which the candies are packed. Two 
dividers are so placed as to make 
rhomboid designs at the top and bottom 
and triangle designs at the sides. Each 
drawer contains approximately the same 
candies, although foiled pieces and 
panned jordan almonds in each com- 
partment break up the monotony of the 
chocolate color. Gloss, stringing, and 
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quality of coating are good. 

Box Findings: Embossed padding 
covers pack in each drawer. All pieces 
in brown glassine cups. Brown divi- 
ders, two in each tray. Gold foil on 
several pieces. 

Customer Appeal: This is a good 
value for the price. The pieces are 
nicely dipped and give every indication 
that the manufacturer was really try- 
ing to give value. However, this special 
packaging somewhat limits the appeal 
for this assortment. It has appeal at 
holiday seasons, but also for “special 
occasion” customers. 

Display Value: Good. 

Remarks: Although this is evidently 
a stock box, it does have character and, 
ot wourse its special appeal lies in its 
re-use value. We suggest that the pad- 
ding atop each drawer be fastened in 
some way, as it is difficut to pull out 
the drawers because the loose padding 
jams. Perhaps tacking down the pad- 
ding with scotch cellulose tape would 
solve this. 


Milk Chocolate Miniatures 
1 Ib.—80 Pieces—No Price 


CODE 51039 — Decription: White 
telescope box printed in gold and 
brown. Imitation box-ties of ribbon- 
zine run across the upper left and lower 
right corners, with a large bow at 
upper left. This ribbon is secured to 
the inner side of the cover by means 
of gold seals. 

Design: Name of manufacturer and 
assortment in large letters at right cen- 
ter, and above this the manufacturer’s 
coat of arms. At the bottom left, are 
cuts in brown of the various shaped 
pieces in this assortment, with identi- 
fication of each one printed in gold 
above and below the illustration. Un- 
derneath this row of illustrations is the 
complete listing of candy ingredients. 

Appearance on Opening: Nine verti- 
cal tiers of miniature milk-chocolates. 
Brown wave-edged dividers separate 
the tiers. There is also a brown false 
edge at one end. Candies have a fine 
appearance. 

Findings: Tissue padding, brown 
dividers, brown false edge, white layer- 
board between upper and bottom layer. 

Remarks: This is the first candy 
package submitted to the Clinic 
which meets the labeling require- 
ments of the New Food and Drug 
Law. The Clinic thinks particularly 
well of the idea of showing actual 
photos of the chocolates on the box top 
just above the listing of ingredients, 
and the identifying label around each 
illustration. The manufacturer might 
even have made these illustrations ac- 
tual size, since a super-critical checker- 
upper for the new law‘s administration 
might be inclined to believe the com- 
pany was trying to create a false im- 
pression by showing illustrations which 
are smaller than the actual pieces. Use 
of the false edge in the pack itself is 
also not recommended, for the same 
reason as noted. In the main, however, 
presentation of this package will be of 
great interest to the entire trade. 
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Mother's Day Box 
1 lb.—$1 


CODE 51139—Description: Telescope, 
extension edge box from the regular 
line of this manufacturer, covered with 
a gold embossed paper, printed in green. 
A pink imitation carnation is attached 
to this gold paper by means of scotch 
cellulose tape. 

Design: The design of this box is in 
the embossing of the gold paper on 
which the words “To Mother” are 
prominently printed. The assortment, 
pack, appearance, findings, etc., of this 
particular regular-line item of this 
manufacturer have been discussed in a 
previous Clinic report. 

Remarks: Use of special wrapping to 
make the regular stock line fit into 
special holiday seasons is not new. 
However, where this is done, great care 
must be exercised to get the specia! 
wrapping in the same taste as the box 
itself, and the Clinic believes this man- 
ufacturer has achieved this result in 
both packages submitted. 


Mother's Day Basket 
1 Ib.— $1.25 


CODE 51239—Description: Chocolate 
basket filled with wrapped chocolates. 
The entire basket wrapped in cello- 


phane and tied with a ribbonzine ro- 
sette in green and pink. This basket 
in turn packed into a large, plain pink 
box, with shredded paper for protec- 
tion. 

Remarks: The Clinic presents this 
chocolate basket as a very attractive, 
though glorified Easter pieces, adapted 
for Mother’s day by the use of a few 
labels and stickers. It is primarily 
an item to feature by the retail manu- 
facturer and will not stand long-dist- 
ance shipping or much handling, and as 
such is more or less outside the field 
of packaging. It would require a very 
elaborate and expensive packaging set- 
up to permit featuring of an item like 
this in the regular line of a wholesale 
manufacturer, Nevertheless, this basket 
is a beautiful piece of hand-decorated 
merchandise and well worth the price, 
considering that the basket itself con- 
tains chocolates which are very excel- 
lent in every respect. 


Assorted Chocolates 
1 lb.—60c 


CODE 51339 — Description: Cello- 
phane-wrapped, telescope, extension- 
edge white box, tied with blue silk 
tasseled cord. The cellophane wrapper 
is secured with scotch cellulose tape. 
Box top is embossed crackle-design 





These Miniature Chocolates and the Package in Which They are Sold are 

Appealing to the “Class” Trade. Design of the Package is Very Simple. 

But Effective. The Confectionery Manufacturer Has Gone to Considerable 
Expense in His Packaging Materials to Give that “Class” Effect 
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flint paper and padded. 


Design: A simple shield design in 
blue, with an outline scroll running 
through it on which the manufacturer’s 
name is lettered in script. 


Appearance on Opening: Chocolates 
arranged in three compartments in up- 
per layer have good appearance, but are 
too loosely packed. Creams are nicely 
flavored and are smooth and tender. 
The coating is not only of good grade, 
but is liberally used on each piece. 


Box Findings: Embossed padding on 
top of each layer. The upper layer is 
divided into three sections by the use 
of a square-shaped divider which sepa- 
rates the space into three equal parts. 
Layerboard underneath upper layer, and 


CANDY TIED WITH 
Means 


IBBONS —More Sales 
We have largest stock in the 
Mi West 


Satin — Messaline—Tinsel— 
French Chiffon—Novelty and 


Printed Ribbons—Rib-O-Nit 
—Ready-Made Bows and 
Rosettes. 





Immediate delivery—High in 
quality—Low in price 


R.C.TaFT Co. 


429 W. RANDOLPH Sr. CHICAGO 
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a glassine liner goes completely around 
it. The lower layer is divided by di- 
agonal dividers, and is also protected 
from the upper layer by means of em- 
bossed padding. All pieces are cupped 
in brown glassine. 


Remarks: As noted, the pack of this 
box must be improved so that the as- 
sortment will not be so loose in the 
layers. Also, the print job on the cover 
design is very poor, probably because 
of the use of a very poor grade of blue 
ink. It appears that an attempt was 
made to print over the crackle finish 
of the paper, and with the grade of 
ink used, the poor results show in the 
failure of the ink to cover properly. 
In general, however, this is a good box 
containing excellent candy. 


Licorice 

1 Ib.—20c 

CODE 51539—Description: Black and 
white licorice nibs in cellophane bag 
printed in white and blue, heat sealed, 
with the Industry’s merchandising-ad- 
vertising campaign slogan imprinted at 
the point of sealing, 


Remaks: It is the opinion of the 
Clinic that this is too much licorice to 
offer in one package, and the package 
itself could be made more attractive 
if it were smaller and more compactly 
packed, using a heavier grade of cello- 
phone. The colors used for the design 
are attractive, as is the effect of the 
black and white candies appearing 


through the transparent wrap. Packag- 
ing this type of candy in too large a 
quantity and too loosely causes a high 
percentage of premature breakage of 
the bag. 


Chocolate & Cream 


Assortment 

1 lb.—No Price 

CODE 51439—Description: Oblong, 
one-layer telescope box, cellophane- 


wrapped with metallic gold seals. Cut 
out metallic gold seal “Mother” de- 
signed to give it special holiday appeal. 


Design: Patriotic motive in red, 
white and blue stripes and stars, with 
reproduction of Whittier’s poem about 
Barbara Fritchie running through the 
blue band at top. 


Remarks: This appears to be a year- 
’round tourist package of not outstand- 
ingly good chocolates, which has been 
given the special holiday appeal by 
use of “mother” stickers, etc. The en- 
tire assortment has little to recommend 
it other than as a rememberance of a 
visit to the shrine of Barbara Fritchie. 
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WRITE FOR SAMPLES AND PRICES 
JAMES THOMPSON & CO., INC. 


112 Prince St.—NEW YORK 
125 W. Hubbard St.—CHICAGO 
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By CLINTON BROWN 


Campaign Manager 
Edison Gen’l. Electric Appliance Co. 
Chicago, Illinois 


OST intelligent salesmen know that you do not 
sell your customer merchandise, but you sell 
him the advantages he is going to get from the 

use of the merchandise you sell. 

In the 12 years I have been preparing sales campaigns 
for my company, I have devised countless schemes to 
get salesmen to work. If some of these have clicked, it 
has been only because the law of averages has been in 
our favor. I have never taken the time to read a book 
on selling or I might possibly be able to hand you a 
formula for getting salesmen to work and to get 100 
per cent out of their efforts. But my system is more 
direct; it is more a natural system, | believe. Lacking 
formal education in the psychology of selling, I have 
had to do a lot of using of my imagination. 


In trying to stimulate salesmen to organized effort, 1 
have borne in mind the fact that the average salesman 
is only about half as efficient as he knows how to be. 
There is something that you might well bear in mind. 
If he is a distributor salesman, he fails to consider that 
the distributor has his own hard row to hoe and that 
he is behind the 8-ball most of the time, for the distribu- 
tor is in the unenviable position of being the manu- 
facturer’s excuse for not doing more business. If he is 
a retail salesman, he doesn’t know, or he fails to ap- 
preciate, the fact that the retailer is the fellow who has 
found out a pretty fair way to almost make a living. They 
have their problems, the same as the wholesale or retail 
salesmen. 


That salesman thinks he is doing pretty well and that 
he is fairly successful if he avoids any great amount of 
criticism. If his boss doesn’t have him on the carpet 
about three times a week, he thinks he is doing fairly 
well and is content to let it go at that. But he is using 
only about half of the efficiency of which he is capable. 


Opportunities are lurking in factory and store for the 
bird who will consistently try to favor his job with a 
little bit more than just barely enough to get by. That 
little more is that extra effort we try to get from our 
salesmen—the other 50 per cent of their potential pro- 
ducing power. 


The salesman—I speak in general terms—is a mental 
case. He is a problem in applied psychology to the sales 
manager. What the average salesman fondly thinks of 
as his ambition isn’t ambition at all; it is just a sort of 
inflammation of his wish bone. He wants sales; he 





* Address made before the convention of the Premium Advertising 
Association of America, Inc., at the Palmer House, Chicago, 
May 2, 1939 
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Using Merchandise Prizes 
To Stimulate Salesmen 


wants success; but he isn’t willing to spend the entire 
100 per cent of his potentialities to get them. 

Let’s draw a parallel. Suppose the sales manager were 
appointed street commissioner of a large city. What 
does he do? Well, he hires a group of men who are 
physically fit and mentally equipped to be good street 
sweepers. He buys them uniforms and tools and things 
to work with, and he assigns them streets on which to 
work. He requires that they appear every morning at, 
say, 8 o'clock and that they sweep and keep sweeping 
during the entire day. The sales manager, on the other 
hand, has an identical problem. He is to sweep the city 
clean of prospects, but he doesn’t always see that the 
salesmen are the right men to do the job, that they are 
physically and mentally equipped, that they are dressed 
properly, that they have the tools to work with. He 
doesn’t always assign them territories and he doesn’t 
always see that they work. The two jobs are similar. 

If this street commissioner reads in the newspaper that 
the Governor is going to visit the city on next Friday 
afternoon, he calls all the fellows in on the Saturday 
morning previous and says: “Boys, next Friday is going 
to be Governor’s Day and we want this town to be 
slicker’n a whistle. We want you to get out your brooms 
and get on your best uniforms and we want you to sweep 
this town so clean that the Governor will be amazed. 
The fellow that gets the best job done on his street is 
going to get this prize, and the next best one, this prize. 
To the fellow who gets his job done first, and best, we 
will give this other prize.” 

He hangs up the prizes for all to see. Do you sup- 
pose he hangs up prizes of overshoes, long and woolen 
underwear, or tons of coal? He does not. He hangs 
up prizes of things these men would never on God’s green 
earth think of buying for themselves. And these are the 
kinds of prizes that salesmen are willing to work for— 
things that they would never think of buying for them- 
selves. That is what smart sales executives do. Their 
jobs are the same as that of the street commissioner. 
They should hire the right kind of people to do all the 
things the street commissioner would do, and clean up. 

The fact that a salesman can double his sales under 
proper incentive is proof that he won’t do it for extra 
commission. Neither will he work his head off to get 
a prize he would buy if he had the money. He will not 
work any harder for necessities. Imagine a salesman, 
Elmer Smith, coming home and throwing on the table 
am announcement of a prize contest, saying to his wife: 
“Emma, I’m going to work like all get-out this week 
because the boss has hung up a prize for the best job 
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If Glassine Bar Wraps Interest You 
Please Call On Us At Booth 52 


Hartiord City Paper Co. 


Hartiord City. Indiana 
Manufacturers of Glassine, Greaseproof and Metalglass, Plain and Printed 


(See our insert in Candy Packaging) 








done this week. He is going to give 4 bushels of potatoes 
to the salesman who does the best job.” His wife will 
probably say: “By the way, Elmer, that reminds me. 
The grocer called up this morning and wanted to know 
when he could expect a check for those potatoes we 
bought last week.” 


But let Elmer come home and throw a catalog on the 
table and show Emma a lot of things she recognizes as 
being things her neighbors have and she doesn’t, and 
never hopes to get. She will be on that bird’s tail from 
now to breakfast, making him work to get the things 
that she wants that she never hoped to be able to buy. 


Last year we offered refrigerator salesmen $50 worth 
of merchandise for accomplishing a given quota of re- 
tail sales. We offered them their choice of a diamond 
ring, a set of silver, a desk set, typewriter, movie camera, 
golf clubs, watches, and men’s and women’s luggage. 
What do you think most of them selected? Men who 
never get out of town except perhaps for the Legion 
convention or something of that sort, ordered beautiful 
airplane luggage, movie cameras, and silver. They could 
have had cash, but they didn’t ask for it. They wanted 
the things they would never have bought if they had had 
the money to buy them. 


I could enumerate a score of campaigns that have 
given me and my company conclusive proof that the 
salesmen can be coerced into doing more work than if 
they have to be bribed into doing their best. Salesmen 


like to receive praise from the boss, they like to see 
their names in the company bulletin, they like to see 
their names and faces in the trade papers, and they like 
to get the raises that come occasionally. But they never 
will give you that 50 per cent extra effort for the 
ordinary remuneration offered them. They want some- 
thing else. 

Our one line of business owes the impetus that was 
given it some eight to ten years ago to the fact that 
premiums helped to close sales, but we have gotten away 
from the premium idea, as has this particular industry, 
in that we don’t call them premiums anymore. “Prem: 
iums” is not a word we like to use, and we are using the 
same merchandise—merchandise that is always fitted 
to the thing we are selling. We are using these things as 
“using the user” prizes; for instance, we offer the elec- 
tric range user a set of utensils if she will give us the 
name of a cousin, or a neighbor, who might buy an elec- 
tric range. If this customer has an electric range, prob- 
ably we are trying to sell her a refrigerator, and if she 
happens to give us the name as being a prospect for a 
refrigerator, there is nothing to prevent us from giving 
her a set of utensils for that sale, but we don’t give the 
other a premium on the sale of the refrigerator. That 
is not a practice that we condone or that we recommend, 
I am merely dropping this in the basket, and I believe 
you will find other manufacturers who will find it a 
profitable scheme. 





et. al. 








THE KEY TO NEW PROFITS! 


STUFFED TOYS TO FIT ANY OF YOUR NEEDS 
PREMIUMS ARE HOT! ....... USE THEM! 


Many candy manufacturers are gleaning greater profits 
through the use of Gay Stuffed Toys on all types of promotions. 
Why not get on this Bandwagon and promote YOUR candy 
with these “Extra Profit" sales aids? 

We can supply you with a choice from the most complete 
line of stuffed toys and novelties available to you. Santa Clauses, 
Bunnies, bears, and all other types of animals in various char- 
acters and dimensions — anything you need to promote any 
particular holiday season . . . Christmas, Easter, Hallowe'en, 


For samples and prices write to 


GAY STUFFED TOY & NOVELTY CO. 


43 W. 24th Street 


New York City 
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FATHER’S DAY TO RECEIVE 
FAR-FLUNG PROMOTION 


Father’s Day falls this year on June 18, and for the 
first time in its history will receive the benefit of a 
strongly-organized and well-planned promotional cam- 
paign in which the Confectionery Industry will take 
active part. 


The confectionery industry, especially the retail con- 
fectioners through their organization, the Associated Re- 
tail Confectioners of the U. S., are working in close co- 
operation with the organized plan formulated by the 
National Council for the Promotion of Father’s Day, 
headed by Alvin Austin, executive director of the coun- 
cil. Mr. Austin recently outlined the manner in which 
manufacturers may co-operate in the campaign. 


As indicated in these columns last month, a special 
painting has been created for the campaign by Howard 
Chandler Christy. It is reproduced in the accompanying 
illustration. Manufacturers desiring to distribute copies 
of this poster to their retail outlets may order them in 
quantity lots and at quantity prices from the Coun- 
cil’s headquarters in New York. It is suggested that 
several manufacturers combine their order so that they 
may obtain a better price on them. 


The National Council is the commercial organization 
set up to inspire publicity for Fathe:’s Day wherever 
possible and to co-operate with manufacturers, dealers 
and publications in all fields. Finances for the Coun- 
cil’s work come from the sale of official Father’s Day 





Official Foster Featuring Father's Day Activities and Used By All 
Participants in Father's Day Promotion. The Poster was Painted 
Especially For This Purpose by Howard Chandler Christy. 
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Our Compliments and Congratulations 
to the 


National Confectioners Association 


Sales Managers and Executives: 


We offer you the most practical business promotion 
medium on the market today. It not only promotes—it 
actually sells the merchandise. This machine is NEW— 
different—beautiful in design—colorful in appearance. By 
simple adjustment it will vend either ball gum, candy or 
nuts. 


We are the only manufacturer licensed by Walt Disney 
to make and sell a vendor under this name. Likewise, we 
are the sole authorized manufacturer and distributor of 
the Disney colorful hand-painted character charms. 


You can depend on your product going to the public 
untouched by human hands—sanitary—clean—wholesome. 
Here is a “natural in combination with your product 
and will fit perfectly into your merchandising plans—a 
proven business producer which appeals to dealers be- 
cause it appeals to the kiddies and offers new money 
making possibilities—more profit—and more than pays 
for itself. 


These Lovable Disney Personalities 


Winning—Lovable—the authentic characters of Mickey and Minnie 
Mouse, Donald Duck, Pluto the Pup, Elmer Elephant and all the 
other fanciful creations of Walt Disney's pen—have amazing sales 
appeal. The Mickey Mouse and His Pals Parade sells confections. 
Everyone wants the brand-new colorful charms we now offer as 
exclusive distributor. 


Hamilton Enterprises, Inc. 


727-35 HOLMES ST., KANSAS CITY, MO. 
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BUYERS’ 


“CANDY ANDY” 








of 
CANDY PACKAGING 
Machinery, Materials, Supplies 





Check the items for which you are, or will soon be, 
in the market, and we will see that you are supplied with 
complete information about them, or that a salesman 


contacts you. 


“CANDY PACKAGING" 
published by 
THE MANUFACTURING CONFECTIONER 
400 W. Madison Street, Chicago 
71 W. 23rd Street, New York 








MACHINERY 
Bag Making and Filling 
Cartoning 


Cartons, Shipping 
Egg 
(Specify Size and Type) 





Sealing Jars, Glass 
Sheet Cutters Lithography 
Staplers Papers, Wraps, Etc. 
Tying Avenized 
Wrapping Coated 
Bar Dpping 
Box Foil 
Individual Glassine 
Open Boats (Group) Novelty 
Pop Parchment 
MATERIALS & SUPPLIES ee 
Bags Tissue 
Cellophane Transparent Cellulose 
Glassine Waxed 
Pliofilm Wrapping 
Wax Paper Re-Use Containers 
Other (Specify Type) 
ij Sales Aids 
Baskets 


Display Containers 
Display Materials 
Display Racks 
Novelties and Toys 


(Specify Type) 











Seoen Premiums 
Folding Sales Boards 
Novelty Salesmen's Cases 
Metal Show Cases 
Set-Up Sticks’, Sucker 

fet Trimmings 

Bor Findings Cellulose Tape 
Cups Cord 
Dividers Labels 
Doilies Ribbon 
Lace Seals 
Liners . 

Padding Miscellaneous Items 

Cans 





C Have Salesman Call C) Send Information, Prices, Etc. 


Company 





Street .... 








By 


Note: This request must bear the name of the firm and must be signed by 
the authorized purchasing agent or an officer of the firm. If an 
individual firm, by the owner. 
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posters. Obviously, such a body works under a handicap 
when soliciting civic, patriotic and community co- 
operation, for its self-interest is too apparent. There- 
fore, starting in 1936 and coming to full bloom in 1939, 
there has been set up a “National Father’s Day Com- 
mittee,” which includes an array of prominent men and 
women from professional, civic, state and national gov- 
ernmental, organizational and fraternal bodies. As a 
result of the Committee’s activities, 42 Governors 
have issued proclamations calling for observance and 
celebration of Father’s Day. 

As a result of the tremendous publicity and promo- 
tional activities, most of the background preparation for 
making the “day” a sales event of equal or even larger 
proportion than National Mother’s Day has already 
been completed. 


“CANDY BARS” IN 
DEPARTMENT STORE 


A unique candy merchandising scheme has been in- 
troduced by the Price Candy Company, Kansas City, 
Mo., in the department store of Lit Brothers, Phila- 
delphia, Pennsylvania, where the candy manufacturer 
operates the candy department, under direction of W. 
F. McClatchey. 

This store has one of the best-stocked candy depart- 
ments in the East and does a good business in this de- 
partment. Lit Brothers’ department gets an unsually 
large patronage from store customers as well as from 
others who come there especially to buy candy. How- 
ever, there are many customers coming to the store for 
other merchandise who would miss the candy depart- 
ment under normal conditions. 

To remedy this situation and call attention of candy 
to every customer, several “candy bars” have been in- 
stalled in various good spots on different floors. For 
instance, there is a candy bar on the Sth floor in the 
store’s credit department which has over 100 charge 
customers. This bar being located near the pay-bill 
desk does a very fine business, as there is always suf- 
ficient traffe to keep one or two salesgirls busy 
especially around the first of the month. 

This store does a volume of over a quarter million a 
year on candy alone, and the company feels that no little 
credit for this showing is due to the candy bars which 
call attention of candy to every customer at least once 
during his progress through the store. 

Another similar department has been opened by Price 
Candy in Gimbal’s, New York. This new department 
opened May 1, and is planned along the general lines 
of the Lit Brothers candy department set-up. 
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BASEBALL 
IS HERE 


BASEBALL — FC-5010 _100- 
Hole Push Card Takes $5.00. 
Pays 68 candy bars and I-lb. 
chocolates. 

Price—$0.90 per doz., $6.18 
per 100. 


Chas. A.Brewer & Sons 
“The Largest Board and Card 
House in the World” 
6320-32 Harvard Ave. 
Chicago u & A, 
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GREATER CANDY SALES — 
(Continued from page 73) 


merchandise, many packages and pans heaped high. In 
the windows it not only shows boxes, but candy itself, 
which many department stores find difficult to do be- 
cause of the intense heat from the window lights. 

In candy display it is considered good merchandising 
to show candy opened up, especially the larger pieces. 
Some stores give the department spot displays through- 
out the store. Demonstrations are considered good 
candy merchandising. For homemade candy, the process 
of making it or steps in its making have been found 
effective. 


Advertising 


The appeals that have been stressed most in candy 
advertising are quality, purity and romance, with the 
value idea, of course, predominant in sales and price 
promotions. Imported candies have a good deal of 
glamour. As pointed out, the energy and food values of 
candy are beginning to make their appearance in na- 
tional advertising. Another possibility, it seems, should 
be stressed more is distinctiveness or unusualness in 
styling of gift candies, if the unusual items can be 
secured. Candy needs glamour wherever possible to 
lift it out of the ordinary now that we eat it every day. 

Advertising is tied into occasions with announcements 
that the store is ready with selections, preferably large 
ones, of candy for that occasion. Week-end special and 
gift candy types pull well, and week-end newspaper 
advertising has been found to be most effective. Direct 
mail and radio are not used very much for candy. 


Personnel 


It is in selling that the department store can secure an 
advantages over some of its small corner and drug store 
competitors. Macy’s, for example, trains its salesgirls 
in all the fine points of candies, in centers, fillings, 
chocolate grades, the unances of imported candies, etc. 
This store also teaches its girls that candy has food 
and energy value and that it is no more fattening than 
similar foods, and this information is passed on to the 
customers. 


Some stores dress their candy salespople up in 
uniforms, white or blue, and this would seem effective 
in spelling out purity and giving the department a pro- 
fessional, specialized atmosphere, but some stores had 
tried uniforms and given them up as unnecesasry. 





Following the Ninth Annual Packaging Exposition, 
held in New York early in March, came the announce- 
ment of the amalgamation of the Packaging Machinery 
Manufacturers Institute and the Production Managers 
Association into a new organization called the “Pack- 
aging Institute.” 


The 34th Annual Convention of the Lithographers 
National Association, Inc., will be held at the West 
Chester Country Club, Rye, New York, June 13-15. 


Package Machinery Company’s various packaging 
machines are being used by a number of Exhibitors at 
the New York World’s Fair, including Lucky Strike 
cigarettes, duPont cellophane, Pepsodent Company, 
Continental Baking Co., and others. 
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ARE YOU 


HAND WRAPPING 
IN “CELLOPHANE"? 


- . + if so reduce your cost 
with this fully automatic PETERS 
CELLOPHANE SHEETING AND STACKING 
MACHINE... 


Save 10-25% by pur- 
chasing in rolls rather 
than cut-to-size sheets. 
Any size sheet handled 
from 2" to 24"' wide x 
3" to 28" long. Ma- 
chine is portable, oper- 
ates from electric light 
socket and requires 
floor space of only 
x 4, 


Slitting Attachment 
furnished, if desired — 
also Predetermin- 
ing Counter. When 
handling printed ‘'Cel- 
lophane", Electric Eye 
Attachment is available. 





Ask us to send you complete information on this inexpensive machine 
which is used by the progressive bakers to lower their costs. It will be 
@ pleasure to send you full details. 


PETERS MACHINERY CO. 


4700 Ravenswood Ave. Chicago, Ill. 
WRAPPING 
MACHINES 


FAST-EFFICIENT-RELIABLE 


ANDY manufac- 
turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 
they provide the 
economies of fast 
handling along with 
dependable, wninter- 
rupted operation. In 
use the world over, IDEAL 
M te are heitldi g a 
service record that stands 
unmatched and unchal- 
lenged! Our unqualified 
guarantee is your protec- 
tion. Two models available: 
SENIOR MODEL wraps 160 
pieces per minute; the new 
High Speed Special Model 
wraps 325 te 425 pieces 
per minute. Investigation 
will prove these machines 
are adapted to your most 
exacting requirements. 

































WRITE FOR COMPLETE SPECIFICATIONS 
AND PRICES 


IDEAL WRAPPING MACHINE CO. 


EST. 1906 


MIDDLETOWN, N. Y. U. S. A. 
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